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Some agency men are opposed to 
a code which does not ban specula- 
tive plans. But the fellow who would 
really like to eliminate the spec- 
ulative features is the advertiser. 

°° - F 

So Nujol is presenting itself as a 
suitable ingredient for salad dress- 
ings. This seems like promising the 
little boy a piece of candy if he will 
be nice and take his medicine. 

a a 

ADVERTISING AGr’s figures on news- 
paper lineage in August showed 
gains in national, local and total ad- 
yertising. The newspaper boys had 
almost forgotten what those plus 
signs looked like. 
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Recent publicity from Washington 
has been favorable to the capital 
goods industries. It is just possible 
that some of the brain trusters dis- 
covered that it takes men to build 
machinery. 


7, @ F 
Russell Gray predicts a revival of 
cooperative advertising under NRA. 
The most successful cooperative 
campaign is the one where the read- 
ers cooperate with the publishers by 
answering a lot of the ads. 
7, = F 
The newspapers insist that the 
shoppers’ guides should not be classi- 
fied as “newspapers.” Why not com- 
promise and call them shoppers’ 
meuides? 
> | 
G. C. M. calls attention to the 
Camel picture of the sharpshooter 
who shut the eye he was sighting 
with and opened the other one. 
Maybe they put that in just to make 
it harder. 
vvey 
Druggists are now complaining 
that grocers are selling cosmetics 
and patent medicines. But some 
druggists have been known to stock 
a few odds and ends that don’t 
classify strictly as drugs. 
. 2 F 
Dr. Mordecai Ezekiel, economic 
adviser to the Department of Agri- 
culture, asserts that the cost of dis- 
tribution is too high. One of the 
feasons is the prevalence of non- 
Producers like economists and col- 
umn conductors. 
vv¥$eey 
According to the statistics, adver- 
tisers are again telling it to the 
farmer. Ajl those little pigs didn’t 
go to market for nothing. 
. F 9 
James Mangan, the Chicago 
Philosopher, says, “Write a letter. 
You'll get letters back.” Especially 
if you use a 1930 mailing-list. 
vvwegy 
A news story in ADVERTISING AGE 
Teported that “research men delved 
pinto ancient tomes” to get the in- 
formation they needed. But didn’t 
they send out at least a few ques- 
| onnaires? 
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“Somehow,” writes the manager of 
Miami Beach hotel to Rough 
mProofs, in a handsome multigraphed 
mtorm letter, “the gay, moving pic- 
ure of our happy guests frolicking 
in the stimulating surf and enjoy- 
hg life on our sunny beach seemed 
incomplete without you.” 
If it makes you feel bad, wire the 
Money and I'll come. 
vv¥$egy? 
Provident Mutual describes the de- 
Pression as “the four black years 
hat put the world in the red.” And 
Iso paved the way for the blue 
agle. 
Copy CUB. 


BROADCAST CODE 
HITS SNAGS IN 
PUBLIC HEARING 


Advertisers, Talent Object 
To Provisions 


Washington, D. C., Sept. 28.—Rep- 
resentatives of radio performers and 
production workers were sympa- 
thetically received by Deputy Ad- 
ministrator Sol A. Rosenblatt, whose 
first announcement at the public 
hearing yesterday on the _ radio 
broadcasting code was that the 
merit clause in the code would not 
be allowed. 

The code was presented by Alfred 
J. McCosker, president of the Na- 
tional Association of Broadcasters. 
A. E. Haase, special representative 
of Association of National Adver- 
tisers, appeared on the witness stand 
later in the day. 

The association headed by Mr. 
McCosker comprises less than half 
the total number of licensed stations, 
but members do 81 per cent of the 
volume. Mr. McCosker said by-laws 
would be amended at the coming 
convention to permit smaller, sta- 
tions to join at nominal cost. 

The term “recognized advertising 
agency” appearing in the code had 
caught Mr. Haase’s eye, and he took 
the stand to request that this term 
be defined and its meaning stated 
if it was used in a code. 


Pyramided Commissions Discussed 


The radio code is the first adver- 
tising code on which a hearing has 
been held wherein this term has 
been used and the agency commis- 
sion discussed. 


Mr. Haase pointed out that 
newspapers use the term “recog- 
nized,” magazines prefer “recom- 


mended,” and that he knew of no 
machinery in the radio field for “rec- 
ognizing” an advertising agency. 

Pyramided commissions for talent 
was the principal theme of Mr. 
Haase’s remarks. Numerous national 
advertisers were complaining, he 
said, that they had to pay commis- 
sions on commissions and would sug- 
gest that a code be drawn which 
would endeavor to correct this evil. 
The following excerpt from a typical 
letter of complaint received by the 
Association of National Advertisers 
was read into the record: 

“Too frequently the artist receives 
only a small percentage of the 
amount paid by the advertiser. 
There is too much mystery about the 
engagement of artists. It is sug- 
gested that a code for broadcasters 
should contain provisions that would 
prevent a perpetuation of such con- 
ditions.” 

Mr. Haase also said that adver- 
tisers did not want to see a uniform 
rate established for actors, but that 
their remuneration should be based 
on skill and radio personality. 

“Advertisers are willing to pay 
the actor well,” he said. “But when 
the actor himself has to pay out so 
many commissions, the result is gen- 
eral dissatisfaction.” 


45 Percent Possible 


A broadcaster who arose to ap- 
prove Mr. Haase’s suggestions said 
that the proposed code permitted to- 
tal commissions of 45 per cent on 
talent. He recommended that a 


clause be inserted to prohibit pay- 
(Continued on Page 18) 


Changed Marketing Problems 
Stressed at D.M.A.A. Meet 


Need for New Sales Tactics 
Emphasized at Chicago 
Gathering 


Chicago, Sept. 29.—Change, al- 
ways the constant factor in adver- 
tising and sales work, will be accel- 
erated by the operations of the na- 
tional recovery administration, num- 
erous speakers told the 16th annual 
sales and advertising conference of 
the Direct Mail Advertising Associa- 
tion which closed here today. 

Shifting markets will result from 
the determination of the NRA to put 
more money in the pay envelopes 
of the common and skilled laborer 
even if considerably less is found in 
those of executives and the white 
collar class in general, the direct 
mail men were told. 

More than 800 advertisers and 
others especially interested in the 
use of direct mail jammed the ball 
room of the Hotel Sherman to pay 
strict attention to these prophecies. 

Eliot Wight, president of the D. 
M. A. A., also predicted at the open- 
ing session that a larger share of 
many appropriations would go into 
direct mail. 

“This is likely to be true because 
selective selling must now take the 
place of mass selling,’ he asserted. 
“The present situation requires a 
close examination of the one-half of 
the population which has the money 
with which to gratify its desires, 
and a determination of what extent 
it is interested in buying.” 

At the annual election held 
Wednesday evening Mr. Wight, who 
is advertising manager of United 
States Envelope Company, Spring- 
field, Mass., was re-elected president 
of the association. 

Charles S. Watson, Goodyear Tire 
& Rubber Company of Canada, was 
re-elected vice-president, while Ben 
C. Pittsford, Ben C. Pittsford Com- 
pany, Chicago, was named vice-presi- 
dent, succeeding Charles A. Bethge, 
Chicago Mail Order Company. 

Raymond Winger, Addressograph- 


RE-ELECTED 


C. S. Watson, Goodyear Tire & 
Rubber Co. of Canada, who was 
re-elected vice-president of 
D. M. A. A. 


Multigraph Company, Cleveland, was 
re-elected a director for three years. 

New directors are Horace Nahm, 
Hooven Letters, Inc., New York, and 
Hunter Snead, J. L. Wiegand Com- 
pany, Pittsburgh. 

Holdovers include Charles W. Col- 
lier, Recorder Printing and Publish- 
ing Company, San Francisco; Edson 
S. Dunbar, Crocker-McElwain Paper 
Company, Holyoke, Mass.; Leonard 
J. Raymond, Dickie-Raymond Com- 
pany, Boston; John A. Smith, Jr., 
Frank E. Davis Fish Company, Glou- 
cester, Mass. 


Discuss Letter Mistakes 


The convention got off to a run- 
ning start Wednesday morning with 
a clinic at which Bert N. Mills, sec- 
retary, Bankers Life Company, Des 
Moines, Ia.; Alta Gwinn Saunders, 
associate professor of business Eng- 
lish, University of Illinois; and 
Frank C. Hamilton, sales manager, 

(Continued on Page 19) 


Last Minute News Flashes 


“Chicago Tribune” Won’t Take Liquor Copy 
Chicago, Sept. 29.—The Chicago Tribune, one of the most ardent sup- 
porters of prohibition repeal, has announced editorially that it will not 
accept liquor advertising when such advertising is legalized. 
In announcing its stand, the Tribune pointed out that the Kansas City 
Star has likewise announced its intention of refusing all advertising of 


liquor. 


Testimonials Cited as Damaging to Business 

Grand Rapids, Mich., Sept. 29.--Claiming the Simmons Company had 
inaugurated policies detrimental to the welfare of Berkey & Gay when 
that organization was taken over by Simmons, receivers for the Grand 
Rapids furniture company yesterday cited the payment of large sums to 
prominent women for testimonials as an instance of mismanagement. 

Berkey & Gay receivers are suing for an accounting from Simmons 
Company in the federal court here, where the testimonial evidence was 


introduced yesterday. 


Among the prominent women mentioned as being paid for endorsing 
Berkey & Gay furniture and the amounts they received were Mrs. F. D. 
Roosevelt, $1,000; Mrs. Graham Fair Vanderbilt, $2,000; Mrs. A. J. Drexel 
Biddle, $750; and Mrs. J. Borden Harriman, $1,000. 


Agricultural Publishers to Meet 


Chicago, Sept. 29.—The annual 


meeting of Agricultural Publishers 


Association will be held at the Stevens Hotel, Chicago, Oct. 18. The board 
of directors will meet in the morning, with a session for the entire mem- 


bership scheduled for the afternoon. 


NRA OFFICIAL 
SEES NEED FOR 
MUCH RESEARCH 


Changed Merchandising, Ad- 
vertising Predicted 


Chicago, Sept. 27.—The entire mar- 
keting structure of the country will 
be drastically changed by the opera- 
tion of the NRA, advertising will in- 
crease, and an entirely new set of 
values will be required for success- 
ful selling, Major A. Heath Onthank, 
chief of the control division, NRA, 
told the Direct Mail Advertising As- 
sociation at its luncheon session here 
today. 


Shifting markets, and changing 
marketing tactics were visioned by 
Major Onthank as a direct result of 
four major effects which the NRA 
will have. These four effects, he 
said, are (1) re-employment of mil- 
lions now idle;~(2) higher wages for 
millions than they have ever had be- 
fore, and increased leisure; (3) a lag 
in the growth of large incomes to 
their former levels; (4) “an immedi- 
ate and all-inclusive increase in com- 
modity prices.” 


Changing Demands Seen 


“From these various impulses,” 
Major Onthank declared, “will come 
a definite change in the relative 
value of markets which is of prime 
importance. The unskilled labor 
market is generally going to receive 
higher wages than it has in the past, 
and consequently will have a greatly 
increased mass purchasing power. 
This is not only true of the market 
in toto, but it is especially true of 
various sections of the market, 
where the percentage of increase will 
differ markedly, and where purchas- 
ing power and purchasing habits will 
change most. 

“One result of this change in mar- 
ket values will be a change in de- 
mand for certain types of goods. A 
wider variety of necessity goods will 
be sold to those markets. And there 
will probably result an increased de- 
mand for luxury goods on a new low- 
scale basis which will be within the 
purchasing range of this market. Ad- 
vertisers may well pay more atten- 
tion to the basic appeals which will 
produce most sales there.” ™ 

Similar enlarged markets among 
skilled laborers and lower ranks of 
white collar workers will result, 
Major Onthank predicted, but the 
semi-professional, professional, man- 
agerial and executive groups will 
find their incomes increasing much 
more slowly, and the incomes of the 
wealthy classes will approach 1929 
levels still more slowly. 

“My guess is that the boom mar- 
ket for large steam yachts is a long 
way off,” he said. “The market for 
super-luxuries will probably be one 
of the last to reach normal levels.” 

All of this shifting in markets 
points to a greater need for market 
analysis than ever before, the speaker 
declared. “These new relations of 
market purchasing power must be 
discovered and analyzed before any- 
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ADVERTISING AGE 
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thing but wild shotgun-selling can be 
attempted,” he went on. 

“The whole scale of class buying 
percentages should be re-studied and 
re-determined. It was a commonly 
quoted figure that 85 per cent of the 
entire market was in the lower mar- 
ket groups. What will be the effect 
of the NRA wage increases on this 
figure? 

New Distribution Setup 


“I have already mentioned the 
probable effect on increased purchas- 
ing of necessities and low-priced lux- 
uries. This thesis should be sub- 
stantiated by individual product 
studies and tests. If it is proven 
sound, it will give our producers an 
opportunity to make a _ tremendous 
sociological contribution to the wel- 
fare of the nation by a wider distri- 
bution of low-cost ‘happiness pro- 
ducts’ for which there is a new 
market. 

“If the pending retail codes are 
approved with their proposed ‘stop- 
loss’ provisions, it may well betoken 
a new deal for trade outlets and their 
relations to manufacturers. Some 
straight thinking will be needed 
here, and I suggest that a few pre- 
liminary analyses would be helpful 
to the accuracy of the thought. All 
relations of the department store- 
mail order- chain store - independent 
store question are reopened on a 


fresh basis of competitive possibili- 
ties. Operations under the new code 
should be watched carefully. I am 
banking on our American ingenuity 
to produce some exceptional develop- 
ments in retailing.” 

Turning to a direct discussion of 
advertising, Major Onthank declared 
that “it is safe to state that there 
will be a large increase in all ad- 
vertising, firstly because it is ab- 
normally low in volume now, and 
secondly because it will be necessary 
to tell this revised sales story of 
quality and service in addition to the 
hackneyed theme of price. 

Sees Changed Appeals 

“Advertising will change in both 
appeal and kind, due to the shifts 
in market values. Copy standards 
must change in order to reach these 
new markets with the most produc- 
tive message. Pictorial and cartoon 
advertising may increase as the best 
means of reaching the lower-bracket 
markets. One syllable words may 
become more popular. That is enough 
to indicate that advertising has a job 
to do in evaluating the new markets 
and adapting itself to them. 

“Because of increased cost of the 
commodities connected with the ad- 
vertising process there will be a 
stricter analysis of results per dollar 
of expenditure, and a shifting of me- 
diums to the most productive types 


of advertising. I do not say that 
there will be wholesale changes from 
one type of advertising medium to 
another, but I do believe that rela- 
tive merits, especially on the basis 
of costs, will be regarded as increas- 
ingly important. 

“Advertising generally will find an 
increased need for and demand for 
media research. The new market 
values will change much of the splen- 
did work formerly done. There are 
new classes of buyers now, some with 
increased purchasing power, some 
with lessened capacity to buy. Geo- 
graphical markets have changed due 
to a shifting of population in the last 
four years. Readers’ buying power 
and buying habits will have switched 
materially. Living standards will 
not be the same in 1934 as they were 
in 1932 or 1929. Media research will 
take on increased importance due to 
these changed conditions.” 

Turning to a specific discussion of 
the effect of the NRA on direct mail 
advertising, Major Onthank pointed 
out that costs will rise in all branches 
of advertising, and warned that if 
they rise disproportionately in one 
branch the result will be a harder 
struggle for business for that branch. 

He pointed out also that keying 
advertisements and checking on di- 
rect results will probably become in- 
creasingly popular. 


A Jeweler Examines the 


HOMES 
THAT BUY .2 


“We have carefully examined the list of sub- 


scribers to your group of magazines and in our 


opinion they constitute a very high-grade type of 


customer. We would say that seventy-five percent 


are constant customers of ours. We think your 


readers are a very desirable group to reach from 


the advertiser’s standpoint ...... 


99 


Expensive jewelry not only enhances the personality of the wearers, but 


(Number 8 of a series 
of comments by busi- 
ness men on the buy- 
ing habits of Quality 
Croup subscribers in 
their communities, 
after carefully check- 
ing the Quality Group 


sible. 


subscription lists. 
Writer’s name avail- 
able.) 


THE 


quirements for the necessities of life, too. 
comment most favorably upon the frequent buying moods and high purchas- 
ing power of Quality Group readers. 
purchasers in important communities throughout the nation receive the 
Quality Group magazines each month. They comprise the country’s largest 
strictly quality market. A most desirable group to reach, from the adver- 
tiser’s standpoint! 


more forcibly reminds one of the incomes that make such luxuries pos- 
We are also reminded that these people have above-the-average re- 


Everywhere, knowing dealers 


More than half a million constant 


QUALITY GROUP 


ATLANTIC MONTHLY 
CURRENT HISTORY 
THE FORUM 


HARPERS MAGAZINE 
REVIEW OF REVIEWS 
SCRIBNER’S MAGAZINE 
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SMALL AGENCIES 
LEAD FIGHT ON 
PROPOSED CODE 


Chicago, Cleveland Groups 
Take Drastic Action 


Cleveland, O., Sept. 28.—Vigorous 
opposition of small agencies and non- 
members of the Four A’s to many of 
the provisions of the advertising 
agency code which has been sub- 
mitted to Washington culminated 
here this week in the formal organ- 
ization of the Cleveland Advertising 
Agency Association and the dis- 
tribution of a resolution condemning 
numerous provisions of the proposed 
code. 


Membership in the new body, 
which aims to strenuously oppose 
the present code, in conjunction with 
similar groups in other cities, in- 
cludes T. H. Ball & Staff; Bayless- 
Kerr Company; Henry P. Boynton 
Advertising Agency; Carpenter Ad- 
vertising Agency; Lee E. Donnelly 
Agency; Florence Griffin Advertising 
Agency; Hubbell Advertising 
Agency; Humphrey, Prentke & 
Scheel; Krichbaum-Liggett Company; 
Paul Teas, Inc.; Nesbitt Service 
Company; and E. D. Wolaver. 

T. H. Ball is president, Ralph 
Humphrey, vice-president, and Flor- 
ence Griffin, secretary. 

The resolution adopted by the 
group declares that “the proposed 
basis of vote classification for the 
election of representatives to admin- 
ister the code is grossly unfair to 
small advertising agencies,” and also 
that “the matter of assessments in 
its present form is unfair by reason 
of the fact that the cost of admin- 
istration is equally distributed re- 
gardless of the size of the agency.” 

The resolution further declares: 

“Representation should be based 
upon personnel or employment for a 
just classification of voting rank. 

“Paragraph c, page 2 of the code, 
discriminates against the small 
agency employed by the advertiser 
on a service fee.” 

“Therefore be it resolved,” the 
resolution continues, “that in the 
practice of an agency employed on a 
service fee basis, crediting commis- 
sions earned against the service fee, 
shall not be considered as unfair 
practice or rebating, only as long as 
the commissions credited do not ex- 
ceed the service fee paid annually. 

“Be it also resolved that each ad- 
vertising agency shall have full juris- 
diction over the type of internal and 
external forms which may be used in 
the conduct of its business, and that 
order form specifications shall not 
be admitted to the code. It is also 
resolved that any attempt to stand- 
ardize such forms in an agency prac- 
tice is grossly unjust, for if regula- 
tions enforce the use of any such 
forms they would defeat what has 
already been established in the courts 
through tedious and costly labor; 
namely, that an agency can estab- 
lish itself as the instructed agent of 
its client in all buying and need not 
be involved in the capacity of a prin- 
cipal. 

“Be it also resolved that we are 
not in accord with the action of the 
NRA in conferring the initiative and 
much of the authority for the regula- 
tion of the agency field to the Four 
A’s, which has always been an ex- 
clusive, rather than an inclusive or- 
ganization, and therefore is not rep- 
resentative of a numerical majority 
of agencies. 

“We further resolve that we view 
any code of fair competition inade- 
quate which does not undertake to 
regulate the ethics of solicitation of 
accounts.” 


New Chicago Code 


Chicago, Sept. 28.—A group of 
small agencies, said to comprise 
more than 70 organizations in Chi- 
cago and suburbs, has appointed a 


ne 


committee of five, headed by M. BE, 
Maggart, president, Maggart Corpora. 
tion, to draft a revised code of fair 
practice for the agency field, to take 
the place of the agency code which 
has already been submitted to Wash. 
ington. 

Drastic changes 
code provisions governing repre. 
sentation, charges for administra. 
tion, and in certain of the fair prae. 
tice provisions will be included in 
the revised draft, according to Mr. 
Maggart. 

The new code will be drawn up 
within a few days, he said, after 
which it will be submitted to al 
small agencies in the middle west, 
and possibly to agencies in other 
parts of the country. The Chicago 
group will strenuously oppose the 
submitted code when it comes up for 
hearing in Washington, and will offer 
its own code as a substitute. 

“The action of this large group of 
smaller Chicago agencies may well 
result in the formation of a new 
advertising agency association which 
will embrace the middle west and 
possibly the entire country,” Mr. 
Maggart told ADVERTISING AGE. 


in the present 


See Cincinnati Action 


Cincinnati, O., Sept. 28.—While no 
formal organization has been effected 
here, it is known that principals of 
various smaller agencies in this and 
surrounding cities have discussed 
entering formal objections to many 
of the provisions of the advertising 
agency code which has been sub- 
mitted to the NRA. 

In view of the action taken in Chi- 
cago, Cleveland, and other cities, 
however, it is reported here that 
local agencies will await word from 
these cities, joining in their protests 
against the code, rather than de- 
veloping individual protests. 


New Rate Card 
Issued by Columbia 


A new rate card effective Oct. 15 
has been issued by Columbia Broad- 
casting System involving average in- 
creases of 15 per cent in four cities 
where power has been stepped up. 
According to Hugh K. Boice, vice- 
president, the increase in power in 
these cities is approximately 500 per 
cent. 

Stations affected by the change are 
WABC, New York; WCAU, Phila- 
delphia; WJSV, Washington; and 
WCCO, Minneapolis. Despite these 
changes, the average rate per station 
for the entire network has been 
lowered from $201.15 per hour to 
$186.06, owing to a new arrangement 
with the Columbia-Don Lee group. 


“Spectator” Affiliates 
With Tower Magazines 


With identities remaining separ- 
ate, The American Spectator has 
affiliated with the Tower Magazines. 
Catherine McNelis, president of 
Tower Magazines, is now president 
also of the literary newspaper. 

Hugh Weir, Tower vice-president, 
is now vice-president of the Spec- 
tator. Richard R. Smith, vice-presi- 
dent of Frederick A. Stokes Co., pub- 
lishers, and formerly president of the 
paper, continues with it as consult- 
ing associate. Amy Vanderbilt con- 
tinues as advertising director. 


Pedlar and Ryan 
Enlarges Radio Staff 


Pedlar and Ryan, Inc., New York, 
has enlarged its radio department 
with the addition of Edward Long- 
streth and John L. Wiggin. 

Mr. Longstreth, formerly free lance 
radio script writer and also with 
N. W. Ayer and Son, will direct the 
script and writing of radio programs. 
Mr. Wiggin, former production di- 
rector at the National Broadcasting 
Company, will be in charge of studio 
production and technique. 


Parker Joins Federated 


Charles W. Parker has been named 
upstate New York, Vermont and 
western Massachusetts representa- 
tive of Federated Sales Service. His 
"4 is at 90 State St., Albany, 

A 


Hanson With Journal 


Joseph E. Hanson, formerly with 
Charm, Kresge Department Store, 
Newark, and L. Bamberger & Co., 
has been appointed promotion man- 
ager of New York Evening Journal. 
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ADVERTISING AGE 


Step out with Iillie...and get 
your Product talked about 


A seat next to Tillie and her pals in The 
Comic Weekly, which is distributed through the 
17 great Hearst Sunday newspapers, is a seat 
right in the full lime-light of enthusiastic reader 


interest. 


... that’s what’s worked the magic, produced 
the results, for 47 leading advertisers—sales, 


profits, cash received. 


... that’s what’s jumped advertisers from one 


trial page to as many as 45. 


... that’s what’s piled up the 
almost unbelievable records 
—records you’re invited, not 
just to envy, but to match! 


HO else wants to reap a big reward for his 

understanding of everyday human nature? In 
more than 5 million homes every week, to more than 
15 million eager readers, The Comic Weekly talks in 
terms every one can understand—about what every 
one is interested in. 

It has just four great themes—love, laughter, thrills 
and tears. As simple as all that. But these are the 
themes of all great books. These are the themes that 
pack the movie houses and theatres. These are the 
secrets of all entertainment. 

Do you wonder, then, that a survey revealed 68% 
of all men and 72% of all women who read Sunday 
newspapers read the comics? Entertainment comes 
first in a world weary of a week’s realities. And the 
creators of Tillie, Skippy, Jiggs and Maggie, Barney 
Google and Boob McNutt are masters of the art. 


Get out in front, Mister! 
Putting your advertising among these pages is put- 
ting it where it will be seen, read, get your product 
talked about. $17,500 is the price of a back page— 
inside pages, $16,000. The circulation is more than 
three of the great national weekly magazines combined. 
And results that have seldom been duplicated by any 
medium even in the most prosperous years. 

Who’s the next smart advertiser to get the big 
idea? Hear the full story...a new and amazing chapter 
in the history of advertising. Learn what it means to 
step out with Tillie and her pals in The Comic Weekly. 
Call COlumbus 5-2642 in New York, or Superior 6820 
in Chicago for the convincing details. 


bos hese Mortals be!? 


In The Comic Weekly .. .“‘Puck”... which is distributed with the 17 great 
Hearst Sunday newspapers, you meet Tillie the Toiler, Jiggs, Boob McNutt, 
Barney Google, Felix the Cat, Skippy, Pop-Eye, Toots and Casper, Little 
Jimmy—yes, and those old favorites, the Katzenjammers! 

With these tremendous features—and smaller strips by the same artists in 
addition—is it any wonder that more than five million families follow 
The Comic Weekly “Puck” zealously every week? 

What an advertising opportunity full pages in The Comic Weekly offer! 


Cold cash results 


from one trial page win 
leading advertisers to 


big color-page schedules 


Some of them tried it with just one page 
at first. Lever Brothers, for example. The Wander 
Company, makers of Ovaltine. Vick Chemical 
Company. Ralston Purina. General Foods tried 
it with an initial order for six pages, followed 
by two more in the same year. 


Now Lever Brothers’ advertising of Lux 
and Lux Flakes, Lifebuoy and Rinso appears 
regularly in The Comic Weekly. Ovaltine pages 
run throughout the year. General Foods, whose 
first use of The Comic Weekly was a series 
of pages for Grape Nuts, later added pages 
on Jell-O, Minute Tapioca, Postum and Post 
Toasties. Vick came back for more in two succes- 
sive seasons. Ralston Purina brokeall records with 


‘its first page on February 12 and started a regular 


schedule of pages beginning September 24. 


Why? Can there possibly be more than one 
answer? Can that answer be expressed in any 
terms other than sales results— profits—cash 
received? 


The Comic Weekly 


959 Eighth Avenue, New York City 


Everybody reads the comics 


Palmolive Building, Chicago 
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Increasing the Costs of Advertising 


Labor groups representing the 
crafts in the graphic arts field have 
been among the most insistent ad- 
vocates of higher wages and shorter 
hours, in the hearings held during 
the past two weeks in Washington. 
As reported in ADVERTISING AGE, the 
union representatives have demanded 
that wage levels be raised to the 
1929 figures. 

The effect of this would be to 
increase production costs approxi- 
mately 25 per cent, according to es- 
timates of publishers and advertis- 
ers who are large users of printing. 
Whether an increase of this kind at 
this time is justified is highly de- 
batable. While it would be in line 
with other increased costs which 
are going into the production of ad- 
vertising, the prospect of piling up 
costs to a point which may dis- 
courage the generous use of adver- 
tising at a time when it would be 
of the greatest possible value in 
maintaining and stimulating busi- 
ness recovery is not especially pleas- 
ing. 

The typographical unions have 
been among the best paid of all 
skilled workers. Wages and hours 
in the printing field have been more 
favorable to employes than almost 
any industry except building, an in- 
dustry in which excessively high 
wages helped to kill the goose that 
laid the golden egg of construction 
activity. Wor more than ten years 
there was a steady rise in the rates 
of pay to the union printers, and 
non-union employes benefited in the 
same degree by the wage standards 
thus established. The 40-hour week 
was put into effect several years 
ago. 

The prime purpose of NRA has 
been to establish living wages in 


industries where levels were below 
what they should have been. In 
some fields labor was undoubtedly 
being exploited. This is certainly 
not the case in the field of graphic 
arts. Here the workers have been 
highly paid, and in spite of the de- 
pression, with its reduction in vol- 
ume and profits, employment and 
wages have been maintained more 
successfully than in most other in- 
dustries. 

The argument that higher wages 
and shorter hours would put more 
men to work carries some weight, 
but it should be remembered that 
more men will be put to work by 
improved business which stimulates 
the demand for advertising and for 
printing than can be employed 
through an artificial measure such 
as pegging present wages higher and 
hours lower. The penalties which 
will be inflicted on users of the 
products of the printing industry 
may result in a smaller demand 
which in turn will mean reduced em- 
ployment. 

No publisher or advertiser could 
support a wage scale which failed 
to provide a living for the workers 
in the graphic arts. But the adver- 
tising industry should not be penal- 
ized now because in the past it has 
supported the workers on a basis 
far higher than that of the rank and 
file of industrial employes. 

It will be better for the workers, 
better for advertising and better for 
business to allow the present wage 
levels to remain in effect, as an in- 
ducement to business to make im- 
mediate and larger use of the fa- 
cilities which are available in the 
production departments of the in- 
dustry. 


The Campaign Idea in Advertising 


Criticism of the idea of advertis- 
ing campaigns is sometimes ex- 
pressed, on the ground that adver- 
tising, like selling, should be prose- 
cuted all the time, and that manu- 
facturers and merchants should re- 
gard this effort as a permanent part 
of their operations, and not merely 
in terms of campaigns. 

However, there is much to be said 
in favor of the campaign.. For one 
thing, it tends to define objectives 
and to measure the advances made 
toward them. It imposes on both 
advertising and sales executives the 
task of developing team-work, not 
only on a long-time basis, but for 
the purpose of accomplishing imme- 
diate results in certain directions. 
And it gives the management of the 
company an opportunity at intervals 
to analyze advertising methods and 
costs, and to check them against re- 
corded results. 

With advertising costs on the in- 


crease, the necessity for this type 
of careful scrutiny of results be- 
comes even greater than it has been 
heretofore. Wrong methods must be 
eliminated, and excessive costs re- 
duced. The campaign, which may be 
considered as a complete package 
or unit, and analyzed and taken 
apart in all its details, forms a satis- 
factory basis for this kind of self- 
examination, and is an aid in the 
direction of effective but at the 
same time economical advertising. 
The advertiser who does not plan 
si cific campaigns on _ individual 
products for well-defined purposes 
and terms may lose, it seems to us, 
some of the exactness and precision 
which of necessity are employed 
when a campaign is developed. Its 
very limits as to time and objectives 
demand a show-down, and it is this 
inexorable check on results which 
produces better and better advertis- 
ing and merchandising methods. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE, 


441. Yes! 


“We were sure the new McCall's 
would carry McCall Street with a 
huge majority of approval, but we 
didn’t expect it would do it so com- 
pletely, so wholeheartedly,” says 
this booklet for McCall’s Magazine. 
“We've read ‘em—at the rate of 
more than 200 a day—and wept, for 
joy, of course. _Here are just a few 
representative samples.” The book- 
let is comprised exclusively of let- 
ters commenting on the new “de 
partmentalized” make-up of the pub- 
lication. 


418. A Million Women with 
lions to Spend. 


Mil- 


“We have a million women look- 
ing for bargains—what have you to 
sell?” this booklet published for 
Fawcett women’s group, comprising 
Hollywood, Screen Book, Screen 
Play and True Confessions asks. 
The booklet analyzes rates, quotes 
the experience of advertisers in the 
publications, and presents facts of 
interest to advertisers selling to 
women. 


No. 6515. 
Work. 


An intriguing presentation of the 
contention of Redbook Magazine that 
“the shadow of a man stands behind 
every woman who buys.” Contains 
the complete series of “shadow” ad- 
vertisements for Redbook which has 
appeared in the advertising press. 


DANGER! Shadows at 


No. 433. WLW—“The Nation’s Sta- 
tion.” 


This unusual envelope-folder might 
well be called “proofs,” since much 
of the material in it consists of fac- 
simile reproductions of letters com- 
menting on the results derived from 
commercial broadcasting over WLW, 
Cincinnati. Other interesting ma- 
terial in the folder gives WLW cov- 
erage and circulation, analyzes mail 
response to individual programs, 
gives much valuable information 
about the station and outlines the 
services of the station’s sales promo- 
tion department. 


No. 462. Route List of Retail and 
Wholesale Grocers. 


A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. Pub- 
lished by The Courier-Journal and 
Louisville Times. 


No. 521. The Printability of Certain 
Papers and Why. 

A handsome brochure published by 
Kimberly-Clark Corporation which 
contains an authoritative discussion 
of the factors that enter into the 
printability of papers, and a num- 
ber of beautiful reproductions of il- 
lustrations, many in full color, on 
Kleerfect. 


No. 487. Wings to Words. 


Published by Rapid Electrotype 
Company, Cincinnati, this book 
treating of the uses, purposes, and 
methods of making mats, electro- 
types, etc., is a worthy addition to 
the advertising man’s library. The 
book is interestingly written and is 
likewise a good example of fine book 
printing. 


No. 511. The Eyes of the World are 
on Chicago. 

An unusually interesting brochure 
published by General Outdoor Adver- 
tising Company, pointing out that 
A Century of Progress is providing 
much additional circulation for Chi- 
cago outdoor displays this year. One 
especially valuable feature is the 
manner in which locations are 
spotted on a map of the city and 
tied up with actual photographs of 


the site. 


a 
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HOW COPY BUILDS A REAL FOLLOWING 


"and a can of last week's coffee, too. 


—College Humor and Sense. 


| missed last week's." 


Voice of the Advertiser 


Prima Finds Customers 


for Instruction Book 


To the Editor: In connection 
with the article on the attached clip- 
ping, I am enclosing ten cents in 
stamps hoping that you will be able 
to get me the booklet published by 
Prima on “How to Serve Beer,” 
which is an art of which I know 
nothing because I belonged to the 
“children when the prohibition wave 
swept the United States.” 


ARTHUR CC. MELICK, 
Reading, Pa. 


To the Editor: In a recent issue 
of ADVERTISING AGE we notice a ref- 
erence to a booklet issued by the 
Prima Company regarding the art of 
drinking beer. 

And the question before the house 
is this: How can we get a copy of 
the booklet? In other words, what’s 
the address of the Prima Company? 
Can you tell us, please? 


B. i tay 
Boston, Mass. 

{Editor’s Note: The Prima Com- 
pany is located at 825 Blackhawk 
St., Chicago. E. S. L. should note, 
however, that the booklet deals with 
how to serve beer, not how to drink 
it. That can be learned only from 
experience. ] 
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Jones Finds Blue 
Most Popular Color 


To the Editor: Your article on 
color preference in the Aug. 26 issue 
of ADVERTISING AGE was very inter- 
esting. Heretofore, the favorite of 
all advertising managers seems to 
have been any color just so it was 
red. 

Blue coming in the lead as the 
favorite color of both men and 
women checks with my own opin- 
ion, and it is interesting that green 
follows as second. The cool colors, 
of course, are likely to make a better 
showing in most display cases be- 
cause they contrast better with the 
surroundings, which are usually of 
a warm tone. Blue and green are 
more pleasing to look at in sunlight 
than red. 

The investigation of the Depart- 
ment of Commerce will, I am sure, 
be a good guide in the matter of se- 
lecting colors for packaging, but how 
it can affect advertising generally I 
cannot see, for in an advertisement 
one color is good or bad only in re- 
lation to the amount and strength 
of color that is placed next to it. 

Incidentally, I have never heard 
that red was ever supposed to have 


been the color preferred by women. 


I have always felt that any of the 
primary colors in their full strength 
were appealing to children, with red, 
of course, as the leader, but it is in- 
teresting to note that the cool colors 
grow in favor with the years. 


E. Wiis JOoNEs, 
Art Director, Needham, Louis and 
Brorby, Inc., Chicago. 
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Spot Broadcasting 

To the Editor: I read Apvertis- 
ING AGE very carefully each week, 
and note in your Aug. 19 issue an 
article under the heading, “Radio 
Sales Off in July.” In referring to 
spot broadcasting, you mention the 
Iodent Chemical Company as _ the 
largest user of this type of program 
broadcasting. 

May I say that H. J. Heinz Com- 
pany, which we serve through Maxon, 
Inc., Detroit, spent $19,671.19 during 
the month of July for spot broadcast- 
ing. Another one of our programs 
is that of Ward Baking Company, 
who, through Joseph Katz Company 
of Baltimore and New York, spent 
$10,772.68 during July. 

PAUL MEYER, 
Vice-president, World Broadcasting 
System, Inc., New York. 


[Editor’s note: As pointed out 
in the story referred to by Mr. Meyer, 
the spot broadcasting figures run in 
ADVERTISING AGE cover reports from 
40 stations only, and do not purport 
to present a complete picture of ex- 
penditures for this type of broad- 
casting.] 
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Tooth Paste for Copy Cub 


To the Editor: Thank you for 
printing Miss Dillard’s letter in your 
Sept. 2 issue. 

Another thing I think you might 
do is to make Copy Cub start using 
Ipana tooth paste himself. I’d send 
him a complimentary tube except 
that he might accuse me of bribery 
in the next issue. 

J. M. ALLEN, 
Assistant Advertising Manager, Bris- 
tol-Myers Company, New York. 
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It’s Your Guess, Peggy 

To the Editor: Recently Copy Cub 
commented that the blue eagle is be- 
ing printed in one color so generally 
that the public will soon begin to 
believe it’s a blackbird. 

So what’s the answer? A rendi- 
tion of the song, “Is I Blue,” or 


“Buy, Buy, Blackbird?” 
Peecy McKatie LEwIs, 
Oakland, Cal. 
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ADVERTISING AGE 


GAS INDUSTRY 
MAY INSTITUTE 
NEW CAMPAIGN 


Chicago, Sept. 28.—The gas indus- 
try seems close to resumption of its 
cooperative advertising campaign, it 
was indicated at the annual meeting 
of the American Gas Association 
here this week. Conrad N. Lauer, 
Philadelphia, head of a special com- 
mittee named to study the subject, 
made a favorable report, which was 
referred to the executive committee. 

Since Mr. Lauer’s report provided 
for financing the campaign, favorable 
action is expected. N. W. Ayer & 
Son will be in charge. 

The advertising campaign most 
needed by gas companies is one 
which will convince present custo- 
mers that they are not being over- 
charged, it was asserted by one 
speaker. 

It seems to be human nature to 
complain about the size of the gas 
bill and a considerable part of gas 
companies’ energies are being de- 
voted to convincing customers that 
the error is more apparent than real, 
thus paving the way for sales of ad- 
ditional service or appliances. In his 
report, Herbert A. Ehrmann, Mid- 
land United Company, Chicago, 
chairman of the customers’ relations 
committee, emphasized the necessity 
for “a sales-minded approach to com- 
plaints.” 


Study Complaints 


In one instance where 1,550 com- 
plaints were studied, the customer 
was reported satisfied with the ex- 
planation in 74 per cent of the cases, 
leaving 26 per cent feeling that the 
bill was still too high. 

“While it is apparent,” said Mr. 
Ehrmann, “that many feel that some 
special effort should be made to im- 
part information to customers in 
order to avert a bill complaint, just 
what that information should be has 
not been indicated. 

“It appears that any form of in- 
formation that would allude ob- 
viously to the possibility of increased 
consumption might arouse suspicion 
in the minds of many and would no 
doubt cause an increase in the num- 
ber of complaints.” 

The trained investigator, with 
sales training, is regarded as the 
best answer to the problem at pres- 
ent, being “able in many cases to 
make the bill investigation a source 
of good will to the company.” 


Have Created Monopoly 


Morse DellPlain, Northern Indiana 
Public Service Company, Hammond, 
said gas companies have erred in 
confining the sale of appliances to 
products of one or two manufac- 
turers, giving them a virtual monop- 
oly. 

“The utility, by this policy, 
throws an undue proportion of the 
total available business to one or 
two manufacturers, at the expense 
of others who are both willing and 
able to do a job—but only with the 
utility support now given to their 
competitors,” he explained. 

“Broadening of the field will also 
broaden the scope of manufacturers’ 
advertising and bring the story of 
Zas equipment to dealers who hear 
all too little of it at present.” 

The electrical field has not made 
this mistake, he pointed out. 

“We have nothing in the gas busi- 
ness comparable to the hundreds of 
small electric appliances sold in all 
kinds of retail outlets, from corner 
drug stores to music shops.” 

New uses are being studied care- 
fully by the American Gas Associa- 
tion, air conditioning receiving spe- 
cial attention. 


Runs School for Licensees 


Because of the difficulty of ex- 
Plaining all of the advantages of 
using Vitex in foods, National Oil 
Products Company, New York, has 
inaugurated a sales school for licen- 
sees, at which all of the advantages 
of this vitamin D concentrate are 
explained. 


Pratt and Evans 


Join Visomatic 


Verneur E. Pratt, formerly presi- 
dent of The Sales Guild, advertising 
manager of McKesson and Robbins, 
publisher of Drug Topics and presi- 

dent of Pratt & Lindsey Company, 
advertising agency, and R. S. Evans, 
formerly advertising representative 
of Saturday Evening Post, have 
joined Visomatic Systems, Inc., New 
York. 

Mr. Pratt is vice-president in 
charge of sales; Mr. Evans will be an 
account representative. 


Dunk Heads Colgate 


Premium Promotion 


Howard W. Dunk, former director 
of premium and institutional promo- 
tion for Nestle Milk Products, Inc., 
has been named to a similar post 
with Colgate - Palmolive - Peet Com- 
pany. 

Mr. Dunk, for many years with the 
United Profit Sharing Corporation, 
is executive secretary of Manufac- 
turers Merchandise. Advertising As- 
sociation. 


Gingerbread Mix 
Tested in East 


New York, Sept. 28.—A vigorous 
test campaign on Dromedary Ginger- 
bread Mix, a new product, has been 
launched in eastern markets by Hill 
Brothers Company.~"eatured as a 
product which makes cake like that 
baked in colonial days, authentic 
anecdotes will be used to emphasize 
the historic angle. 

The mix, which requires only the 
addition of water, made its appear- 
ance in a simple package carrying 
red and brown lettering on yellow 
above a picture of the finished prod- 
uct. A “like it or your money back” 
offer featured its introduction. 

Distribution of the product will be 
made national if results of the test 
are satisfactory, say officials of the 
company, which also packs Dixie 
Mix, dates, cocoanut, grapefruit, 
orange and, grapefruit juice, pimen- 


toes, Fruit Peels, and Velva date and 
cranberry sauce. 

Preceding general introduction, the 
new product in blind packages was 
given to 300 housewives picked at 
random, along with a questionnaire 
answered by all but one. The result- 
ing cake was reported by 113 women 
as “better than their own,” by 89 as 
equal to their own, and by 97 as 
“best ever tasted.” 


Barnes With Mathes 


Z. C. Barnes, for nine years finan- 
cial account executive of General 
Outdoor Advertising Company and 
recently with Outdoor Advertising. 
Inc., has been appointed director of 
outdoor advertising for J. M. Mathes, 
Inc., New York advertising agency. 


Carry Collier Cards 


Card advertisements appeared this 
week for the first time in the year 
old city-owned Eighth avenue sub- 
way of New York, placed there by 
the General Advertising Company, 
headed by Barron G. Collier. 


Shannon With New 


Eastern Display Firm 
The Display Light Manufacturing 
Company, New Bridgeport, Conn., 
has opened a New York office in the 
French Bldg. under the direction of 
Walter Shannon, formerly sales man- 
ager of Encyclopedia Britannica, Inc., 
and eastern sales manager of the Co 
lumbia Phonograph Company. Ray 
Hawley Associates have been named 
to handle advertising. 
The firm is introducing a display 
fixture featuring pastel tube lighting 
to frame the merchandise. 


Rejoins Macfadden 


John F. Schiller, formerly with 
Philadelphia Public Ledger and True 
Romances, has rejoined the New 
York office of Macfadden Publica- 
tions, representing Radio Mirror. 


Hotels Name Reese 
Thomas H. Reese & Co., Inc., New 
York, have been appointed advertis- 
ing agents for the Blue Ribbon chain 
of hotels in New York. 


‘There 1s 


othing in the Word of God 


ABOUT the RAILROADS” 


I. budding metropolis of Lancaster, Ohio, 
bubbled with debate. It was the year 1828. Talk had 
been heard of a trail of rails being laid across the Alle- 
ghenies. 


“Hurrah!” shouted the younger citizens. “It will bring 
people and money and prosperity.” 


“Nonsense!” grumbled their parents . . . they who in 
their own time had ignored warnings of the impassa- 
bility of those same Alleghenies . . . who, long rifle in 
arm, had conquered the ancient mountain barrier to 
find prosperity and happiness beyond. 


In answer to the Junior Auxiliary’s application for 
permission to use the schoolhouse for a formal debate on 
railroads, the patriarchal School Board replied: 


“You are welcome to use the schoolroom to debate all 
proper questions in, but such things as railroads and tele- 
graphs are impossibilities and rank infidelity. There is 
nothing in the word of God about them. If God had de- 
signed that His intelligent creatures should travel at the 
frightful speed of 15 miles an hour by steam, He would 
have foretold it through His holy prophets. It is a device of 
Satan to lead immortal souls down to Hell.” 


As old as time, itself, is this conflict between 
liberalism and tradition. 


Had the railroads been dependent on the self-satisfied 
School Boards of 1828, we might still be cracking bull 
whips over our oxen. And had the manufacturers of a// 
constructive products and services been at the mercy of 
those content-with-things-as-they-are, shirts might still 
be loomed in the kitchen, moccasins fashioned in the 
living room and the relative equivalent of Lux, Camay, 
and Palmolive boiled in the backyard! 


W;., at Liberty, know something about the 
power of the young liberals. They have taken our maga- 
zine, conceived in the very epoch of Liberalism’s great- 
est triumph, dedicated to the spirit of constructive dis- 
satisfaction with things as they are, replete with stories 
and articles aimed at logical ‘‘ways out,” without a fear 
for tradition . . . and have given it the greatest week- 
after-week repeated demand ever accorded a magazine. 


They read not merely its fiction but its dramatically 
presented serious articles with a thoroughness unknown 
to longer established publications. 


Choosing a typical American city (Elmira, N. Y.) to 
localize its editorial efforts toward restoring confidence 
in the future, Liberty actually helped to doudle the sales 
of life insurance, push up automobile sales by 20 per 


cent, spurt industrial power consumption by 100 per 
cent. 

Liberty readers are liberal leaders. They have con- 
fidence in their country, confidence in the magazine 
whose thinking is so closely in harmony with their own 
and confidence in the advertisers who, by their associa- 
tion with Liberty, stamp themselves as being young 
minded, constructive and true to the liberal ideas that 
are the hope of the nation. 


So far as the old line conservatives are concerned, one 
will have to remember that “there is nothing in the word 
of God” about pre-shrunk collars, rubber bathing suits 
or doughnut tires. But there can be, in the pages of this 
book that is published every week and asked for a// over 
again every week by the buying leaders who know that 
Liberty is a School House that will never be closed to 
their debate. 


Co.onet E. M. HOUSE 


CONFIDENTIAL ADVISER TO PRESIDENT WILSON 


Cot. House writes To LIBERTY: 


“T 

HERE is a place for an aggressive, liberal 
policy magazine. I have always been identi- 
fied both in Texas and nationally with the 
liberal thinking element. 

“IT am sure that Liberty is well fitted to 
carry the message of liberalism to the masses 
with its dram: atic, human, concise technique of making every subject 
popular reading.” 


TOM D. McKEOWN 
HOUSE OF REPRESENTATIVES 


District: 4th District, Oklahoma. The Com- 
mittee on the Fudiciary. 


wi renacoms McKeown writes to Liperty: 


ve BUY your magazine practically every 
week and have read it with interest. I am a 
yrogressive Democrat liberal in my views and 
2 ive been a little premature with many of my 
suggestions that were a little ahead of the procession, so I find that 
one must slow down and not get too far ahead. 
“I think there is room for a liberal weekly magazine in America.” 


BRUCE CRAVEN, LL.B. 
TRINITY, NORTH CAROLINA 
Member North Carolina Bar. Founder and first 
President Trinity College. Major Fudge Advo- 
cateU. S. Army during Great War. Author: Tor- 
rens Land Title System; Federal Income Tax. 


Mr. CRAVEN wrRITESs TO LIBERTY: 


“°T ners i is an unquestioned popular need 
and desire for a liberal journalism and a con- 
siderable disgust with the usual type of journalism which has become 
terribly stereotyped. 

“I believe that a liberal journal with respect for TRUTH (mean- 
ing @ accuracy in respect to facts), has a popular appeal i in America. 

‘Liberty seems to be going far to meet this demand.” 
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ADVERTISING AGE 


September 30, 1933 


“Hello, 
Yates! 


“Whose picture 
are you after?” 


GEORGE YATES 
hid in potted palm 


Wuo is New York’s most 
famed news photographer? Prob- 
ably not a hundred New Yorkers 
outside the newspaper offices can 
name him. A _ million Iowans 
know the name of George Yates, 
The Des Moines Register and 
Tribune’s’ British-born, immacu- 
lately groomed, thoroughly Amer- 
icanized ace photographer, dean 
of a staff of eight photogravhers 
which keeps the newspaper filled 
with pictures. 

Public functions stop when 
Cameraman Yates levels his black 
box at the dignitaries of the day. 
Dignitaries come and go; Camera- 
man Yates remains a permanent 
fixture in Iowa life—like The Reg- 
ister and Tribune. He cannot cross 
a street in any of a thousand Iowa 
towns and villages without being 
hailed: “Hello, Yates! Whose pic- 
ture are you after?” 

Once he hid in a huge potted 
palm (yes, we still have potted 
palms in Iowa) to snap a close- 
up of a society wedding. His can- 
did camera has caught many an 
Important Personage with his 
mouth wide open. He has photo- 
graphed every Iowa town from 
the air. These aerial photographs 
would make a map of Iowa any 
army observation squadron would 
admire. 

Iowa’s famed flying photographer 
is being boomed for governor. (It 
would be a pity to waste a good 
cameraman in the great gamble 
of politics.) Few national celebri- 
ties have escaped his lens; for 
sooner or later all celebrities come 
to Iowa; and when they come 
Yates photographs them and The 
Des Moines Register and Tribune 
presents them to all Iowa. 

ay we insinuate that the adja- 
cent space in The Des Moines 
Register and Tribune is scruti- 
nized as eagerly as Cameraman 
Yates’ pictures by thousands of 
Iowans, for whom this newspaper 
is the daily snapshot of necessities 
and luxuries to buy with their 
ample incomes? 


The Register and 
Tribune 1933 
circulation .. 
exceeds 1929 


234,139 Daily — 208,122 Sunday 
A. B.C. 


P. 0. RULING T0 
ALLOW COPY FOR 
LIQUOR IN MAIL 


No Prosecution Contemplated 
Under Reed Amendment 


Washington, D. C., Sept. 28.—The 
post office department has lifted the 
bau on the admission to the mails of 
newspapers, magazines, catalogs and 
other publications carrying adver- 
tisements of liquor and wines pro- 
vided they declare plainly that no 
delivery is contemplated until repeal 
of the eighteenth amendment, and 
then: only in compliance with the 
law. 

Following this ruling, the depart- 
ment of justice has held that there 
will be no prosecution under what 
is known as the Reed amendment 
to the postoffice appropriation Dill 
of March 3, 1917, which makes it 
illegal to circulate liquor advertis- 
ing in any state or community 
where a local statute prohibits the 
circulation of mail matter carrying 
liquor advertisements. 

The ruling was brought about by 
the New York Times, which pre- 
sented to the post office department 
and also the attorney-general a full- 
page advertisement for publication 
Sept. 10 for the “May International 
Corporation, D. W. May, president.” 

The advertising copy as presented 
to Washington officials and as 
printed in the Times, read: “Chart- 
ing a new course opened by inevit- 
able economic changes, May Inter- 
national Corporation will present to 
the American public the quality 
group of imported wines, beers and 
liquors if and when repeal comes.” 


Passed in 20 States 


The anti-liquor advertisement stat- 
utes went hand in hand with state- 
wide prohibition laws that preceded 
the adoption of the _ eighteenth 
amendment. They are all similar 
and were put into effect in over 20 
states. 

They provide, in general, that the 
publication, circulation or distribu- 
tion of literature, post cards or any 
other reading matter in the state 
soliciting orders and seeking sale of 
liquors, wines or beer, is prohibited, 
and indictable under state laws. By 
the time such statutes had been 
enacted in 20 states, some of the 
municipal governments in wet states 
passed ordinances along the same 
line. All of this ceased, however, 
with the adoption of the eighteenth 
amendment and little attention had 
been given the Reed amendment ap- 
plying federal cognizance to state 
statutes, until the point was raised 
by the New York newspaper. 

The ruling of the solicitor’s office 
of the post office department held 
that there would be no violation of 
the Reed amendment because liquor 
selling is contemplated only when 
it is legal; being now illegal and 
an impossibility, there would be no 
violation of the law in admitting 
such mail matter containing adver- 
tisements of liquor to be sold after 
all laws prohibiting its sale have 
passed out of existence. 


Makes Similar Ruling 


The ruling of the Department of 
Justice is analogous, being to the 
effect that there would be no prose- 
cution as the proposed sale and dis- 
tribution is contemplated only when 
it is legal. The Department of Jus- 
tice pointed out, however, that its 
ruling only extended to the Reed 
amendment, and that it could not 
predict what the states might do 
through their prosecuting attorneys. 

Inquiry at both departments since 
the publication of the May Interna- 
tional advertisement reveals. that 
no complaint has been received from 
any groups or organizations, and 
also that no inquiries have been re- 
ceived from the legal departments 
of states. 


HOW GOLD DUST USES 


ITS NEW TESTIMONIALS 


FINDS ECONOMY || TELLS HOW |{ TELLS FRIENDS | 


Mra. H. Wald, of 4739 Bernard Mrs. Virginia Zabel, of 1938 Hum- Mrs. Mabel Haas, of 2751 Glenlake 


Avenue, has found a new way tosave boldt Blvd., is telling everybody of Avenue, is telling fri 
money. “There was a themoney abdocavtnt on nendion % 


iends of the clean- 
din the new, 


aning onde 
time,” she says “when I used a dif- ing expense. “For years,” says Mrs. double -size pemeg of Gold Dust 


ferent cleaner for each j 
was before I discov 


. But that 


1, “I have been using five or six 
Gold Dust. different cleaners in my 


that costs only five cents. “I used to 
think I had to have a special cleaner 


Now U use Gold Dust for all my clean. for every job. Now I do all m clean. £0F each job," says Mrs. Haas, = 


ing. . it's quicker—and saves money. 
Aut grocers sell the new double-size Dus 
package for only five cents. Advt. 


I grocers sell the new double. #94 saves money 
of Gold Dust 


* Gold | find that Gold Dust does them 
besides.” Advt. 


for oaly 


Some weeks ago Gold Dust used small space in Chicago dailies offer- 

ing $2 for photographs of users which could be used in advertising. 

This week three pieces of one-column copy. as shown above, appeared 
| 


scattered through the pages o 


ocal newspapers. 


90,000 Stores 
Now Voluntary 
Chain Members 


New York, Sept. 28.—Voluntary 
grocery chains grew by leaps and 
bounds in 1932-33, a study by Amer- 
ican Institute of Food Distribution 
reveals. 

There are now 781 groups with a 
total retail membership of 90,787 
stores, according to the _ institute, 
compared with 688 groups and 83,244 
stores 15 months ago. This is an in- 
crease of 13 per cent in the number 
of groups and nine per cent in the 
number of stores. Voluntaries now 
operate in 44 states. 

Comparative figures for the pre- 
ceding three years as given by the 
institute are as follows: 

1929, 375 units, 54,797 stores; 1930, 
421 units, 61,440 stores; 1931, 551 
units, 77,000 stores. 


“Advertising Layout 


Design” Is Issued 
“Advertising Layout Design,” an 
interesting and useful book on ad- 
vertising design, has been published 
by Mahlon A. Cline, 645 Summer 
Ave., Newark, N. J., the author. 

The book is a collection of a series 
of folders, each dealing with a spe- 
cific phase of the subject, such as 
space division, unity of elements, 
humor, hand lettering, ete. The 
price is $1. 


Corben Gets Braden; 
Wheeler Joins Agency 


The Corben Corporation, Pasadena 
advertising agency, has been named 
to handle advertising of Braden Pre- 
serving Company. Initial advertising 
effort will be placed behind the in- 
troduction of creamed tuna on the 
Pacific coast prior to entering the 
national market. 

Burritt Wheeler has joined the 
Chicago office of the agency as ac 
count executive. 


No Tie-up on Beer 


The change in name of the Pacific 
Fir, 10,000 ton flagship of the Byrd 
Antarctic expedition to Jacob Rup- 
pert has no publicity connection with 
the New York brewery operated by 
Colonel Ruppert, personal friend of 
Rear-Admiral Byrd and one of the 
expedition’s sponsors, headquarters 
for the expedition declares. 


To Push Tonic 


Frances Fagan Tonic for Gray 
Hair, marketed throughout the 
United States with more or less scat- 
tered distribution for the past five 
years, is planning a national mer- 
chandising and advertising drive, 
under the direction of Smith & Drum, 
Inc., Los Angeles. 


Wynn’s Network Begins 

The Atlantic seaboard network of 
Ed Wynn’s Amalgamated Broad- 
casting System was formally in- 
augurated this week with a special 
program under auspices of WPRO in 
Providence. 


FEAR INCREASED. 
RATES AS RESULT 
OF WAGE DEMAND 


Washington, D. C., Sept. 28.—The 
uneasiness felt by magazine and 
newspaper publishers over the un- 
compromising stand taken by print- 
ing trade unions following’ the 
graphic arts code hearing last week 
has been communicated to national 
advertisers, who fear that if all pub- 
lishing production costs are in- 
creased in proportion to union de- 
mands, space costs will immediately 
leap 20 or 25 per cent. 

The principal printing trades un- 
ions, organized as the International 
Allied Printing Trades Association, 
are asking for a 32-hour week with 
a wage rate based on not less than 
10 per cent below the average 
weekly income for the 44-hour week 
in force in 1929. Other unions, in- 
cluding those recently organized by 
newspaper editorial workers, are 
making similar petitions to the NRA. 

The national average hourly rate 
in job shops for tradesmen affiliated 
with the International Allied Print- 
ing Trades Association is practically 
the same now as in 1929. In some 
occupations the rate is two or three 
per cent higher than in 1929. 

Consequently, maximum union de- 
mands in the commercial printing 
field would involve a net wage in- 
crease of 23 per cent. The current 
national average wage rates in news- 
paper shops are estimated by union 
officials at about 10 per cent less 
than the 1929 rates. Therefore, 
newspaper mechanical labor costs 
would be increased by approximately 
25 per cent. 

Costs in individual publishing 
plants vary somewhat from national 
average figures, as it is union prac- 
tice to draw contracts for five-year 
periods. Contracts made since 1929 
call for slightly lower rates than 
current averages. 

Elisha Hanson, attorney for the 
American Newspaper Publishers As- 
sociation, testified at the hearing 
that wages represented 50 per cent 
of the cost of issuing a newspaper. 

Mechanical labor costs comprise 
39 per cent of total production costs 
of magazines, according to Guy L. 
Harrington, who said this percent- 
age represented the printing bill of 
the Macfadden publications. 

These statements indicate that ac- 
quiescence to union demands would 
increase magazine production costs 
10 per cent, and newspaper produc- 
tion costs 12% per cent, providing 
that newspapers adjust non-mechani- 
cal wages to conform to the ratio of 
increase asked by the printing un- 
ions. 

While no progress toward agree- 
ment was reported following con- 


ferences yesterday and today, it is 


=| Ine. 


— 


believed the union demands wij 
eventually be modified. 

The extent of this modification, 
is problematical, however, as_ the 
typographical unions have made q 
strong presentation of their case 
A survey showing that only 7 
printing tradesmen had been ep. 
ployed as a result of P. R. A. agree 
ments based on the 40-hour wee, 
and other up-to-the-minute data eo}. 
lected by the International Allieg 
Printing Trades Association have 
made a deep impression on NRA of. 
ficials. 

Uniform wage scales throughout 
the country and equal representa. 
tion on the code authority are some 
of the other union demands which 
concern publishers and _ printers 
alone. 


Rinehart to Presbrey 


Robert E. Rinehart, for a number 
of years vice-president of William H, 
Rankin Company, has joined Frank 
Presbrey Company, New York, in a 
similar capacity. 


Mortiz Forms Agency 


J. G. Moritz has formd a general 
advertising agency as J. G. Moritz, 
Offices have been opened at 110 
East 42nd St., New York. 


McKeon With Edwards 


Joseph McKeon, former assistant 
advertising manager for Jordan 
Marsh Company, Boston, has joined 
the sales promotion department of 
Vincent Edwards & Co., Boston ad- 
vertising service firm. 


Gordon Transferred 


James P. Gordon, vice-president of 
Triple A Advertising Carriers, St. 
Louis, has been transferred to the 
Kansas City office to succeed Francis 
J. Zelasko, who is in ill health. 


Brown with Musser 


Ozni Brown, formerly art director 
of Dorland International, Inc., New 
York, has joined Byron Musser, Inc, 
New York advertising art firm, as 
representative. 


LIFE in the 
UNITED 
STATES 


....+ According to the novelists 
of about ten years ago, life in 
the United States was much like 
life on Devil’s Island. Dull, 
stupid, uninspiring. America, 
so they said, was one huge ant 
hill, with men in Florida wear- 
ing the same ties, shoes, hats 
and clothes as the men in Mich- 
igan and with our minds so 
much of one pattern that we had 
substituted reflexes for brains. 


....» Inaneffort to see how true 
or untrue that was Scribner’s 
Magazine offered prizes of 
$1,500 for narratives depicting 
life in the United States. They 
were in most cases first hand 
experience pieces of our varied 
forms of existence. 


.... They have been running 
for two years in the magazine 
and a selection from them has 
just been published in the book 
form (Life in the United States. 
Scribner’s. $2.50.) What they 
show in revealing fashion is the 
spirit in color and uniqueness 
of American life. They make 
no attempt to give a pretty 
picture of the country (the 
first prize went to “Oklahoma 
Race Riot’’ by Frances W. 
Prentice, far from a pretty side 
of our national traits), but the 
final impression is of a people 
who are individual and warm 
and very much worthwhile. 
We recommend the book to 
you. 


.... As we Say, the series keeps 
running in Scribner’s every 
month. You’ll get a nostalgic 
fervor, for instance, out of 
“Trotting Races Today’’ by 
Evan Shipman, which appears 
in the October issue of 
Scribner’s Magazine. Memo- 
ries of Dan Patch and Maud S. 
andof your old daysat the coun- 
ty fair will sweep back on you. 


.... We used to have a good 
time at any rate. 


SCRIBNER’S MAGAZINE 


Septe 
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Does Mr. Morgan 
own a refrigerator? 


Magazine audiences are commonly meas- 
. by 
the cars they drive, the radios they own, 


ured by certain set standards 


the pay checks they bring home, the 
number of children they rear . . . every- 
thing they use and have and buy and 
spend runs up into the awe-inspiring 
millions. 


But we at BUSINESS WEEK, with a 
readership of business leaders, can't 
describe our audience by such simple 
statistics. The basic conveniences owned 


-| by our subscribers mean nothing to you. 


Everyone grants that they live above 
the comfort level. Large as their per- 
sonal incomes are, they tell only a frag- 
ment of the story. In their business 
functions these men spend many times 


as much as they personally earn. 


The BUSINESS WEEK audience is a hard 
one to define in the language of magazine 
promotion. But it's an audience that 
can reward an effective job with extra- 


ordinary results. 


Can you think in billions? Imagine, if 
you can, the spendable funds on the 
books of America’s high-rated business. 
That's the purchasing power over which 
BUSINESS WEEK'S readers hold sway. 
Imagine the money that s changing hands 
as cotton forwardings, carloadings, steel 
production rise to new highs. The im- 
petus for all this is coming first from 
commerce and industry—the ‘“‘sphere of 
influence” of BUSINESS WEEK readers. 
Imagine the market for synthetic ma- 
terials, for new cost-cutting machines, 
for streamlined trains, for tank cars to 
carry new chemicals, for advertising to 
sell finished products, for everything that 
business needs and wants to help them 
back to normal . . . imagine all this if 
you can. That's the BUSINESS WEEK 
market. 


It’s a market that can't 
be defined in mimeo- 


graphed questionnaires 
or tabulated in long 
lists of figures... a 
market tremendous in 
every respect except in 
the number of its read- 
ers. True, you can't 
turn out hats by the 
carload and sell them 
to these readers (though 
you can sell them plenty 
of quality hats and 
high-priced automobiles 
and matched irons that 
the man in the street 
doesn't buy). 


The BUSINESS WEEK'S circulation galleys 
show only some 85,000 subscribers (which 
is only a fraction of the number of 
‘readers’ —- BUSINESS WEEK is passed 
around from executive to executive 
in most offices). But we're not selling 
you “‘subscribers”’ or ‘readers’. Is aman 
who is an officer or director of anywhere 
from one to twenty corporations just a 
“reader? Is a man who by a nod of the 
head or a stroke of the pen can create 
purchasing power for thousands of wage- 
earning families just a “reader? Is a 
man who spénds in his business capacity 
alone many times as much wealth as he 
personally owns, just a “reader’’? . 


Forget graphs and statistics for a mo- 


ment, and dwell on this one important 
fact about BUSINESS WEEK: the key 


es 


alt 
men of business NEED it and LIKE it. 
They may or may not have time to 
read fiction or news oddities or the suc- 
but 
they must know what's going on in 
Washington, in Wall Street, in London, 
in the matter of tariffs and money and 
Russian recognition and new inventions 


cess stories of their colleagues .. . 


and world-wide business conditions. 


BUSINESS WEEK is edited to give just 
this information to America’s leaders as 
they demand it: in crisp, fresh, well- 
interpreted form, without the padding 
of irrelevant articles and features. 


Here then is BUSINESS WEEK—the key 
to a market so exclusive and so impor- 
tant that we ourselves, limited to the 
tools and terms of magazine promotion, 
can't do justice to it within the limits of 
this page. A market that challenges 
your advertising ability to make it want 
your product or service. A market that 
can reward you more-than-handsomely, 
if you can meet that challenge. 


BUSINESS WEEK 


85,000 NET PAID 
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MASSACHUSETTS 
COMPANY WINS 
INSURANCE CUP 


Life Advertisers Association 
in First Meeting 


Chicago, Sept. 28.—An advertising 
exhibit, judged by the Advertising 
Club of Springfield, Mass., featured 
the first annual meeting of the Life 
Advertisers Association in Chicago 
this week. The organization is com- 
posed largely of life insurance ad- 
vertising managers, who were for- 
merly members of the Insurance Ad- 
vertising Conference, but who felt 
the need of a specialized group. 

Charles Freeman, of the Spring- 
field Fire & Marine Insurance Com- 
pany, is president of the Advertising 
Club of Springfield. Through his 
good offices, a committee from the 
club passed judgment on the exhibit 
before it was dispatched to the Chi- 
cago convention. 

Each exhibit was awarded five, 
three or one points in its class, 
that getting the most points being 
awarded the Life Advertisers Asso- 
ciation trophy for all-around excel- 
lence. Under this method, the chief 
prize went to the advertising of the 
Massachusetts Mutual Life Insurance 
Company, of Springfield, with 142 
points. 

Awards Given 


First awards in each class, with 
the name of the individual respon- 
sible for the copy, were made as fol- 
lows: 


Trade paper advertising, United 
Mutual Life, Indianapolis, Harry 
Wade. 

National advertising, Dominion 


Life Assurance Company, Waterloo, 
Canada, F. F. MacNab. 

Folders and leaflets (single), Pro- 
vident Mutual Life, Philadelphia, 


Sumner Davis; (group) Monarch 

Life, Springfield, Mass., J. A. Young. 
Booklets, Northwestern Mutual 

Life, Milwaukee, Lafflin Jones. 

Other printed material, Bankers 
Life Company, Des Moines, John Mc- 
Carroll. 

Blotters (single), Lincoln WNa- 
tional Life, Fort Wayne, Ind., Fred 
Fisher; (group) Life Insurance Com- 
pany of Virginia, Richmond, Charles 
Fleming. 

Direct mail, Massachusetts Mutual 
Life, Springfield, James Blake. 

Sales promotion, Monarch Life, 
Springfield, Mass., for a brief case. 

Agency promotion, Connecticut 
Mutual Life, Hartford, for booklets 
by Ken Matthews. 

Publications to agents, Massachu- 
setts Mutual Life, Springfield, Leroy 
Cushman. 

Publications to policyholders, Pro- 
vident Mutual Life, Philadelphia, 
Sumner Davis. 

Conservation program, Great West- 
ern Life, Winnipeg. 


Elect Officers 


Nelson A. White, Provident Mu- 
tual, Philadelphia, was elected first 
president of the Life Advertisers As- 
sociation. Stephen Swisher, Equita- 
ble Life of Iowa, was elected vice- 
president; Bart Leiper, Pilot Life, 
secretary; D. Bobb Slattery, Penn 
Mutual, treasurer. 

E. S. Albritton, general agent in 
Chicago for the Provident Mutual, 
created something of a sensation with 
an address urging some life insur- 
ance company to run _ advertising 
telling the public to keep the policies 
it now has. Much current insurance 
advertising is destructive, in that it 
encourages “twisting,” he contended. 

C. S. Smith, National Life & Ac- 
cident, a Southern company, told of 
an interesting radio campaign used 
by his organization. Each  semi- 
weekly broadcast is dedicated to some 
college, good will thus being created 
among the young men who will soon 
be earning their own way, marrying 
and establishing new households. 

Criticism of careless trade paper 
advertising was voiced by John W. 
Murphy, whose paper was read by 
S. A. Swisher, Equitable Life of Iowa. 

A survey by Mr. Murphy showed 


: Advertising follows 
ae readership. Count the 
PRICE get ox 
= advertising pages... 


Readership follows 


editorial leadership. 
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HEADS NEW GROUP 


—— | 


Nelson A. White, first president of 
the newly organized Life Adver- 
tisers Association. 


that of 109 advertisements seeking 
agents, 70 per cent were set in type 
throughout, with no distinguishing 
layout or arrangement; 17 per cent 
were set in type, but were well laid 
out; 8 per cent contained illustra- 
tions, with good layout and design, 
and 5 per cent were of purely dia- 
gram or poster style. 

A. W. Barnes, Illinois Bankers 
Life, Monmouth, IIll., reported on a 
survey as to the number of adver- 
tising novelties distributed as door- 
openers and otherwise by 219 legal 
reserve life insurance companies. 
Four provide novelties to agents on 
a minimum production requirement; 
47 on the basis of full payment of 
costs by the agent; 50 require the 
agent to pay one-half or more of the 
cost; 63 have discontinued the use of 
this type of sales aid, and 55 others 
bear the entire cost of such novelties 
as they furnish. 


Issue New Weekly 


William J. Healy, former vice- 
president of Financial World, is 
president and Thomas F. Blissert, 
former advertising manager of The 
Magazine of Wall Street, is business 
manager of Securities Publishing 
Company, New York, which has 
launched a new financial publica- 
tion, Securities. 


Women Give Dance 


The Advertising Women of New 
York will hold a supper dance Oct. 
6 on the roof of Hotel Pennsylvania, 
proceeds of which will go to the 
mutual fund, maintained to aid mem- 
bers requiring temporary financial 
assistance. 


Two Join Braumeister 

The Braumeister Advertising Com- 
pany, New York, has appointed J. T. 
Richards, formerly of RKO-Pathe, 
vice-president and general manager. 
Foster B. Liming has joined the 
agency as art director. 


Acme Electric Appoints 

Advertising of Acme Electric & 
Manufacturing Company, transform- 
ers and electrical specialties, has 
been placed with Humphrey, ‘Prentke 
& Scheel, Cleveland, O. Magazines 
and direct mail will be used. 


-Kupsick Named 


The Connecticut Valley Beer & Ale 
Company has appointed J. R. Kup- 
sick, New York agency, to handle its 
advertising. Outdoor, direct mail, 
newspapers and dealer help will be 
used. 


Laird Names Agency 
Kimball, Hubbard and Powel, Inc., 
has been appointed by Rose Laird, 
New York and London, to handle ad- 
vertising for her beauty salon and 
full line of cosmetics. 


Bellas Hess Appoints 
National Bellas Hess, Inc., has ap- 
pointed Ruthrauff & Ryan to handle 
its account. Farm papers and maga- 
zines will be used. 


Hovey Joins Sieck 


Harrold K. Hovey has joined H. 
Charles Sieck, Inc., Los Angeles 


agency, as account executive. 


“You Must Have 
Both,’’ Hardie 


Tells Farmers 


Toledo, O., Sept. 28.—Taking im- 
mediate advantage of the vastly im- 
proved condition in the farm mar- 
ket, The Hardie Manufacturing Com- 
pany, Hudson, Mich., manufacturer 
of big capacity power sprayers for 
orchards and farms, will launch an 
intensive sales and advertising drive 
in the November issue of farm 
papers. 

The campaign, under the direction 
of Sterling Beeson, Inc., will begin 
in November issues of Country 
Gentleman, Farm Journal, Rural New 
Yorker, Southern Planter, Florida 
Grower, Canadian Horticulturist, 
Maritime Farmer, California. Citro- 
graph, and local journals, and will 
continue until late in the spring of 
1934. 

Copy dwells on the need for spray 
equipment that delivers both high 


-| pressure and big capacity with head- 


lines pointing out that “you must 
have both,” and significant illustra- 
tions of boxers with one arm, run- 
ners with one leg, hogs with heads 
but no body, and sulkies with one 
wheel. 


Gets de Garmo 


Louis de Garmo, formerly vice- 
president of Wales Advertising Com- 
pany and recently with United Ad- 
vertising Agency, has joined Hir- 
shon-Garfield, Inc., New York agency. 


Crane Joins Magazine 


The Automobile Club of New York 
Review has appointed Arthur Crane, 
formerly with the New York World 
Telegram and other papers, as ad- 
vertising manager. 


Zoll Edits “More Sales” 


Allen Zoll is editor of a new maga- 
zine, More Sales, to be issued twice 
monthly. The publication will be 
addressed to directing heads of New 
York businesses. 


Names McCleish 


E. E. McCleish, until recently 
president of Graves, McCleish and 
Campbell, New York advertising 
agency, has been appointed advertis- 
ing manager of Radio Guide. 


To Study Timken Methods 


Timken Silent Automatic Company 
has been invited to furnish its sales 
training material for study by the 
sales and advertising classes in Bab- 
son Institute. 


Chilton Names Agency 

Cecil, Warwick & Cecil, New York 
advertising agency, has been ap- 
pointed by the Chilton Pen Company, 
Long Island City, N. Y. 


“Luxuria”’ Appoints 
Fletcher & Ellis, Inc., New York, 
has been appointed for “Luxuria” 


we of Harriet Hubbard Ayer, 
ne. 


“POCKET SIZE” 
RADIO IN DEBUT 


Ann Arbor, Mich., Sept. 28.—After 
a year of sensational success with 
midget radios, International Radio 
Corporation early this fall will intro. 
duce a still smaller set, the “Kadette 
Junior,” which will be proclaimed 
as “the first and only pocket radio,” 

The new set, which will operate on 
both AC and DC current, will be only 
one-third the size of the company’s 
former product in this classification, 
It will measure two inches thick ang 
four and one-half inches wide, and 
will weigh only two pounds. It will 
retail for $12.50, complete with tubes, 

MacManus, Inc., Detroit agency, is 
drawing plans for a consumer cam- 
paign that promises to establish In. 
ternational as an important ney. 
comer to the list of large national 
advertisers. 


Magazines Get Copy 


Magazines will receive the lion’s 
share of the appropriation, with Sat- 
urday Evening Post, Collier’s, New 
Yorker, Popular Mechanics, Ameri- 
can Boy, Chicagoan, and Business 
Week already scheduled. The list is 
not yet complete, and other publica- 
tions, according to the agency, prob- 
ably will be added before the actual 
public announcement date is decided 
upon. 

Dealers will supplement the com- 
pany’s effort with individual adver- 
tising to localize the appeal. News- 
papers, direct mail, radio and point- 
of-purchase displays are among the 
mediums through which dealers will 
be aided in talking to the home folks. 

The new product is being intro- 
duced to the trade with large space 
advertisements in current trade pub- 
lications announcing that “again 
Kadette does the startling in radio.” 
A photograph of a man slipping the 
new set into his overcoat pocket, with 
room to spare, and another picture 
showing how easily the tiny radio 
can be held by the fingers of one 
hand, serve to illustrate the radically 
small size of the ultra-midget set. 

Radio and Electric Appliance Jour- 
nal, Radio Retailing, Talking Ma 
chine and Radio Weekly, Radio, and 
Radio Merchant are being employed 
to reach the field. 


Brophy Laid Up 
Following an automobile accident, 
Thomas D’Arcy Brophy, first vice- 
president of Kenyon & Eckhardt, is 
convalescing in New York. 


Clarence Weaver Dies 

Clarence L. Weaver, Detroit man- 
ager, Veree & Conklin, Inc., publish- 
ers’ representative, died Sept. 24 of 
pneumonia, after a week’s illness. 


Douglas Shoe to Ayer 
W. L. Douglas Shoe Company, 
Brockton, Mass., has placed its ac- 

count with N. W. Ayer & Son, Inc. 


zation. 


an additional volume. 


of our staff know of this offer. 


A Rare Opportunity 
for 
Advertising Agency Man 


To reliable man controlling a sufficient volume of high grade busi- 
ness, we offer an unusual opportunity to establish himself perma- 
nently, with stock interest, as an executive member of our organi- 


We are an old established Chicago agency with complete recogni- 
tion, well financed and of high credit standing. 


Each year throughout the depression we have maintained a complete 
organization to serve the interests of our clients and made money. 
We can, with little increase in overhead, satisfactorily service quite 


To the right man, we offer an executive position with salary or com- 
mission commensurate with volume he controls—And will immedi- 
ately set aside a liberal amount of stock to be handed him without 
cost, together with all accrued dividends, when he has demonstrated 
his ability to add a satisfactory amount of business. 


This is a bona fide offer made by a group of hard working, experi- 
enced agency men who seek another one of their kind. All members 
Address in strict confidence 


Box 395, ADVERTISING AGE 
537 S. Dearborn St., Chieago 
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Strike Up That Band! 


The “NEW DEAL” means stepping out and doing things! 


History records that the Indians grunted at the railroad—*Wise men” ridiculed the telephone—“Smart” people laughed at the 
“benzine buggy” and most of us ROARED at the first airplane! 
Farsighted sales and advertising executives and advertising agents will welcome this NEWS: 


THE 16MM SOUND-ON-FILM PROJECTOR HAS 
BEEN PERFECTED—IT IS NOW A REALITY 


ONE YOUNG MAN WITH TWO SMALL SUIT 
CASES CAN NOW VISUALIZE AND DRAMA- 
TIZE THE BIGGEST BUSINESS STORY TO AN 
AUDIENCE OF ONE OR ONE THOUSAND— 
ANY PLACE, ANYWHERE, ANY TIME. 


Today, more than ever before, the most elaborately planned and executed advertising campaign 
will not yield a FULL return to its sponsors unless the selling and advertising story is visualized and 
dramatized to salesmen, dealer and jobber and to those who must get results at the actual point of 


sale, 
STRIKE UP THAT BAND! 


TODAY CASTLE BUSINESS FILMS PERFECTLY PLANNED AND PRODUCED AND HONESTLY SOLD AND 
SERVICED ARE DOING A GREAT SELLING AND ADVERTISING JOB FOR THE BEST NAMES IN AMERICAN 
INDUSTRY. 


The production and exhibition of business motion pictures is a highly specialized work. 


Castle films provides a COMPLETE Nation-Wide service from script to sereen—a product equalled 
by few and excelled by none. 


Nineteen years of honest, aggressive effort have been devoted exclusively to the development of 
our job and the protection of our clients. 


MEMBER 


PRODUCERS — DISTRIBUTORS — EXHIBITORS 


BUSINESS MOTION PICTURES 


R. C. A. BUILDING 
ROCKEFELLER CENTER 
NEW YORK 


WE DO OUR PART 


PACIFIC COAST—CLAUS SPRECKELS BLDG., SAN FRANCISCO, CALIF. 
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Entries Sought ; 
For Exhibition 


Of Typography 


Chicago, Sept. 27.— With the 
world's fair as an added attraction, it 


is anticipated that a record attend- | 


ance will gather for the seventh 
annual convention of 
Typographers of America, to be held 
at the Palmer House here Oct. 24-27. 

In connection with the convention, 
there will be an exhibit of advertis- 
ing typography, to which typograph- 
ers have been asked to contribute 
There will be no expense to exhibi- 
tors except transportation charges, 
and there will be no prizes awarded. 

Entries for the exhibition will close 
Oct. 
wald Cooper, 155 E. Ohio St., Chi- 
cago. Any typographer, regardless 
of whether or not he is a member 
of the association, may enter sam- 
ples of his work. 


“Liberty” Included on 
New Campbell Schedule 


Liberty is one of the five publica- 
tions which have been added to the 
list of important national magazines 
which will carry advertising of 
Campbell Soup Company in the re- 
cently released campaign, which is 
declared to be the largest in the com- 
pany’s history. 

Thirteen Campbell Soup pages in 
four colors will be carried in Liberty. 


Olive Parker Has Service 


Olive Parker, formerly representa- 
tive for publications in the college 
field, has launched a new merchan- 
dising and advertising service de- 
signed to enable manufacturers to 
sell more merchandise through col- 
lege town dealers. Headquarters are 
at 612 N. Michigan Ave., Chicago. 


Earnshaw to Agency 


Walter L. Earnshaw, formerly in 
the agency business in Boston, and 
before that with Curtis Publishing 
Company, has joined Earnshaw- 
Young, Inc., Los Angeles agency, as 
vice-president. He succeeds R. R. 
Morgan, resigned. 


Advertising 


16, and should be sent to Os- | 


Consumer Solvent, Says 


“American Weekly” 


A new presentation of marketing 
information regarding urban mar- 
kets, recently prepared by American 
Weekly, was explained to a group of 
Chicago advertising executives at a 
luncheon at the Chicago Athletic 
{Club Sept. 22 by W. P. Baker, Chi- 
|ecago manager of the _ publication. 
The fact that the consumer is still 
solvent, as shown by figures on retail 
sales, savings deposits, life insur- 
| ance, etc., was emphasized along with 
|the strong relative position retained 
|by urban markets. 
| It was pointed out that during the 
period of diminishing sales volume, 
the relative position of leading mar- 
ket centers improved. 


Outdoor Asteulition 
to Meet Oct. 31-Nov. 2 


Outdoor Advertising Association of 
; America will hold its annual con- 
/vention at the Brown Hotel, Louis 
| ville, Ky., Oct. 31-Nov. 2. 
The convention was 
scheduled to be held in 
earlier in the month. 


Deute With Ruppert 


A. H. Deute, recently advertising 
|manager of Martha Washington 
Candies Company in the west, and 
formerly with Bowman, Deute, Cum- 
mings, Inc., San Francisco agency, 
has been named advertising man- 
ager of Jacob Ruppert, Inc., New 
York brewery. 


originally 
St. Louis 


General Utility Appoints 


Advertising of General Utility 
Products Company, Chicago, maker 
of toasters and other electrical 


equipment, has been placed with 
Reincke-Ellis-Younggreen & Finn, 
Chicago. Newspapers, magazines, 
trade papers and direct mail will be 
used. 


Griswold Joins Daily 


Frank B. Griswold has been named 
advertising manager of Chicago Jour- 
nal of Commerce, succeeding acting 
manager Robert E. Potter, who be- 
comes national advertising manager. 


National Steel Appoints 


Advertising of National Steel Cor- 
poration, Pittsburgh, has been placed 
with Batten, Barton, Durstine & Os- 
| born. 


DoING ONE JOB WELL 


The reward for concentration comes 
in the form of ability to accomplish 
that one thing better than your neigh- 


bor . 


. . For fourteen years Fisher 


Installed Displays have predominated 
the point of sale outlets in Chicago. . . 
We have . . . over this long period of 


years . 


. . exerted every possible effort 


to give to the national advertiser a 


greater return for his dollar . 


. and 


at the same time have devoted our 


entire 


U.S. 


thought and energy to the in- 


stallation of displays exclusively .. . 
We call this ‘DOING ONE JOB 
WELL” 
ested in doing a job well in Chicago 

. Fisher will welcome the oppor- 
tunity 


. Should you be inter- 


of serving you. 


All quotations are made and all orders 
are accepted subject to any governmental 
action by which they may be affected. 


FISHER DISPLAY SERVICE, INC. 
560 WEST LAKE STREET 


CHICAGO 


ILLINOIS 


- FF 


STUDEBAKER TO 
COMPETE IN 3 
PRICE CLASSES 


Widespread Promotion Backs 
1934 Models” 


South Bend, Ind., Sept. 29.—One 
of the most extensive promotional 
programs in the history of Stude- 
baker Corporation, embracing radio, 
magazine, newspaper, outdoor and 
direct mail advertising, will get 
under way Sept. 30 when the com- 
pany’s 1934 “skyway and speedway” 
models will be introduced through a 
nation-wide broadcast. Other units 
in the introductory drive will follow 
with rapid-fire intensity. 

The backbone of the campaign will 
be the radio program, to be heard on 
37 Columbia stations, and featuring 
name acts, among them Bing Crosby, 
Ethel Barrymore, Morton Downey, 
Ruth Etting and Eugene and Willie 
Howard, linked with the well known 
“Studebaker Champions.” The _ in- 
troductory campaign includes five 
fifteen minute periods, reaching a 
climax in a full hour's broadcast Oct. 
5 with all of the stars mentioned 
above participating. Fifty stations 
will be used for the hour program. 

Initial magazine copy will appear 
in the Oct. 7 issue of Saturday Eve- 
ning Post, in which three pages will 


be used. This will be followed by 
one and one-third pages in Time, 
Oct. 14; one and one-quarter pages 


in Collier's, Oct. 14; a four-color 
spread in the Post, Oct 21; one and 
one-quarter pages in Liberty, Oct. 28; 
and one and one-third pages in The 
Literary Digest, Oct. 28. 


Newspapers Join Symphony 


On Oct. 6, the day of the national 
debut of the new models, full page 
newspaper advertisements will ap- 
pear in large cities. The outdoor 
showing will break simultaneously 
in all major cities, two different 
pieces of copy being used. 

Cooperation of dealers have been 
insured through a vigorous direct 
mail campaign, supplying of spot 
broadcasting discs, and the provision 
of unusual window trims. These 
trims are devised so that they may 
be used as teasers in advance of the 
announcement and may then become 
“they’re here now” advertisements 
through the substitution of a few 
units. 

In discussing plans for 1934 at a 
preshowing at the factory, Paul G. 
Hoffman, co-receiver for the corpora- 
tion, revealed that Studebaker will 
make a strong bid for sales domi- 
nance in three important price fields 
—the low-medium, the medium, and 
the high-medium price class. 

The advertising is directed by 
Roche, Williams and Cunnyngham, 
Chicago. 


Lower Priced Reo 


Lansing, Mich., Sept. 28,—Enter- 
ing a new price field with the lowest 
priced passenger model it has ever 
manufactured, Reo Motor Car Com- 
pany will shortly introduce a six- 
cylinder Flying Cloud standard 
sedan, listed at $795 f. o. b. Lansing. 

A strong newspaper and radio cam- 
paign, with price featured, will be 
employed in each territory as deal- 
ers receive shipments. 

Later in the season, when all show- 
rooms have cars for display, a 
magazine schedule, built around 
Saturday Evening Post, Time, New 
Yorker and Literary Digest, with 
possible additions to this list, will 
be released. 

The Detroit office of Maxon, Inc., 
is in charge. 


Nash Joins Parade 


Kenosha, Wis., Sept. 28.—Joining 
the growing parade of motor car 
manufacturers who are hastening to 


let the public in on their 1934 plans, 
Nash Motors Company will launch, 
late in October, one of the largest 
introductory campaigns ever placed 
behind new Nash models, featuring 
its 1934 line. 

Newspapers, magazines, outdoor, 
direct mail, and dealer helps will be 
called upon to lay down a _ heavy 
barrage on the motoring public. The 
campaign is said to be the largest 
promotional drive for Nash cars in 
several years. 

Green, Fulton, Cunningham Com- 
pany, Chicago, is in charge. 


Rumford Brings 
Out ‘Bakes-All’ 


Rumford, R. L, Sept. 28—After two 
years of experiment in the labora- 
tory, in kitchens and on retailers’ 
shelves, Rumford Chemical Com- 
pany, maker of Rumford Baking 
Powder, has begun marketing Bakes- 
All, a prepared flour for making bis- 
cuits, muffins, waffles, doughnuts, 
ete. 

Initial effort for the new product 
is being made in the territory around 
Syracuse, Utica, Albany, Worcester, 
Hartford, and Springfield, with na- 
tional distribution aimed at as soon 
as Bakes-All has outgrown its swad- 
dling clothes. 

Heavy newspaper schedules, daily 
broadcasts, store demonstrations and 
shelf and counter displays are intro- 
ducing the product to the _ public, 
while additional incentive for a try- 
out is given by the offer of a turkish 
towel free with each package and 
the inclusion of a coupon in the 
package offering a choice of a dozen 
premiums for varying quantities of 
coupons. 

The product has already demon- 
strated its appeal to the consumer in 
no uncertain terms, according to 
Clarkson A. Collins, Jr., general sales 
manager, who attributes much of its 
success to the appeal of the package. 

The packaging problem was taken 
to five of the foremost packaging de- 
signers of the country, their total of 
more than 40 designs being tested for 
shelf appeal and consumer accept- 
ance before the present package, de- 
signed by Martin Ullman, was ac- 
cepted. This package has a patented 
opening device, which enables the 
entire cover to be lifted by merely 
pressing the thumb against a marked 
semi-circle. 


Sayre Leaves Kelvinator ; 


Woodcox Wins Promotion 

J. S. Sayre has resigned as sales 
manager of Kelvinator Corporation 
to join the merchandising division 
of Montgomery Ward & Co. R. I. 
Petrie, formerly domestic sales man- 
ager for the Leonard division of 
Kelvinator, has been named Kelvi- 
nator sales manager, and Godfrey 
Strelinger, formerly Detroit manager 
for another Kelvinator division, takes 
Mr. Petrie’s place. 

Vance Woodcox, formerly advertis- 
ing manager of the Kelvinator di- 
vision, has been named advertising 
director for the entire corporation, 
and will be in complete charge of 
merchandising activities for all Kel- 
vinator units. 


Florsheim, General 


Shoe Join A. N. A. 


The Florsheim Shoe Company, 
Chicago, and the General Shoe Cor- 
poration, Nashville, have joined the 
Association of National Advertisers. 

Harold S. Florsheim, vice-president 
and secretary, will represent Flor- 
sheim in the A. N. A., and C. P. 
Clark, vice-president, will represent 
the Nashville company. 


Sell Tax Tokens 


Because of the difficulty of equit- 
ably collecting the California 2% 
per cent retail sales tax from con- 
sumers, retailers of the state have 
prevailed upon authorities to issue a 
supply of “merchants’ money,” which 
has a value of \% cent, equal to the 
tax on a five cent purchase. 


Charles L. Knight Dies 


Charles L. Knight, editor and pub- 
lisher of Akron Beacon-Journal and 


||publisher of Massillon Independent. 


and former member of congress, died 
in Akron Sept. 26. 

Mr. Knight, who was 66 years old, 
had been ill for two years. 


NRA SHOULD USE. 
ADVERTISING. IS 
KOBAK'S OPINION 


National ‘‘Sales Manager’’ 
Needed, He Avers 


Pittsburgh, Pa., Sept. 27. — Edgar 
Kobak, president of the Advertising 
Federation of America and chairman 
of the national NRA advisory com- 
mittee on advertising and publicity, 
told the Advertising Club of Pitts. 
burgh this week that “what the coun- 
try needs is a good general sales 
manager.” 

“The big job of selling and adver- 
tising prosperity to the American 
people needs the directing hand of a 
general sales manager,’’ Mr. Kobak 
said. “Under the guidance of such 
an executive, the two great primary 
objectives in the national recovery 
program will be achieved. These two 
objectives are the quickening of con- 
sumer buying by those who have 
money to spend and the acceleration 
of capital goods purchases, that is, 
buying of new machinery and equip- 
ment for the modernization of in- 
dustry. 

“Such a sales manager would be 
the directing head of the greatest 
sales campaign ever conceived or 
undertaken in the history of national 
or world trade. 


Advertising Is Essential 


“The general sales manager of the 
NRA should be a man who will get 
the big selling job down to first prin- 
ciples and who will resort to good 
advertising and good marketing 
studies for success. Boycott, bally- 
hoo and bunk will play no part in 
the selling plan. Sound selling, 
backed by advertising in newspapers, 
magazines, billboards, direct mail, 
radio and other worthwhile mediums 
will put the job across.” 

Mr. Kobak likened the government 
in its present emergency effort 
against depression to a great busi- 
ness corporation, having a first class 
president and a principal subsidiary, 
the NRA, with General Hugh S. John- 
son as general manager. It needs a 
general sales manager, he said. 

The campaign he proposes would 
be addressed to nine groups: those 
whose pay has been raised; those 
whose hours and pay checks have 
just been reduced; the unemployed; 
the small employer; the housewife; 
the business executive; the farmer as 
a consumer; those living on insur- 
ance and other annuities; and the 
executive whose store or plant needs 
modernization of machinery or equip- 
ment. 


Mahony Leaves G. E.; 
Daily’s Duties Enlarged 


M. F. Mahony has resigned as 
manager of the merchandising di- 
vision of the G. E. electric refrigera- 
tion division to organize a sales and 
merchandising service. The mer- 
chandising division has been dis- 
continued and campaigns, contests, 
G-E Kitchen institute, etc., become a 
part of the sales promotion division, 
headed by Walter Daily. 

A. L. Seaife has been named man- 
ager of the newly created retail di- 
vision; R. C. Cameron has been ap- 
pointed assistant to the manager; 
and Paul Dow has been named direc- 
tor of the G-E Kitchen Institute. All 
three also become members of the 
national sales committee. 


Union Carbide Appoints 


Effective Jan. 1, J. M. Mathes, Inc., 
New York, has been appointed adver- 
tising agent of National Carbon 
Company, Inc., and the Carbide and 
Carbon Chemicals Corporation, sub- 
sidiaries of Union Carbide and Car- 
bon Corporation. Products include 
Eveready items, Prestone, flashlights, 
batteries, solvents and chemicals. 


Orders Presses 


The New York Sun has ordered 
$500,000 worth of new presses of R. 
Hoe & Co. The order calls for 24 
units with six folders to displace 
eight of the present presses. 
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An Open Letter to Mr. A. F. Baumgartner 


MR. A. F. BAUMGARTNER, 
The Thompson-Koch Co., 
Cincinnati, Ohio. 


Dear Mr. BAUMGARTNER: 

Do you remember many years ago—before you attained your present golfing 
prowess—how you sometimes addressed the ball with firm determination to smack it 
lopsided for about 300 yards . . . only to make a clean whiff, accompanied by much 


embarrassment and chagrin? 


Well, that is much like the way our advertising representatives feel when they pop 
over to your offices in Cincinnati every now and then, full of pep and determination to 


tell you everything about the Fawcett Women’s Group of magazines. 


But—usually they have had to chalk up whiffs because your very attractive but 
firm secretary informs them that you aren’t seeing anybody until two weeks from 


some Tuesday. 


You will find on your desk this morning an announcement of a 150,000 increase in 
A B C guaranteed circulation of our Women’s Group consisting of SCREEN BOOK, 
TRUE CONFESSIONS, SCREEN PLAY and HOLLYWOOD Magazines. The new 
guarantee is 1,150,000—comprised of up and at ’em young women (about 20-30 years 
old) who spend some $482,000,000 yearly. The page rate is $2,040. Your clients may 
enjoy this mass circulation during all of 1934 at the unusually low price of $1,700 per 
page—only $1.48 per page per thousand—if you take advantage of the offer now or 
any time before March Ist, 1934. This low page rate was our rate for the old million 
guarantee. Our September issues sold more than 1,150,000 and we expect to deliver a 


substantial bonus over and above this net in 1934. 


I believe our offer to be by far the best advertising bargain for mass circulation in 


the magazine field. 


We have just appointed Joseph C. Godfrey, Jr., Western Advertising Manager with 
headquarters in Chicago, have established a rigid censorship on acceptable advertising 
copy, and are all set to produce results for you and your clients. “Mr. Godfrey** would 
like an opportunity to see you. Or at least he would like the privilege of having a round 


of golf with you. 


Some years ago I saw the play titled, “IT PAYS TO ADVERTISE.” Faced with 
the bill for this space, I can only add, devoutly, “I hope it does.” Thanks for reading this. 


Very sincerely yours, 


Roscoe Fawcett, 


Vice President £§ General Manager. 
Fawcett Publications, Inc. 
**Plays Social Golf and/or 
Customers’ Golf 
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Issues World’s Fair 


Rotogravure Sections 
Electric Refrigeration News, De- 
troit, has just issued the sixth of a 
series of special rotogravure supple- 
ments featuring unusual pictures of 
A Century of Progress. 

While photographs of exhibits 
sponsored by electric refrigeration 
manufacturers, together with pic- 
tures of installations of refrigeration 
equipment on the grounds, have been 
included in each issue, the bulk of 
the sections has been devoted to 
human interest pictures. Many of 
these photographs were taken by the 
editor of Electric Refrigeration News. 


Craven With Reese 


Bernard N. Craven, formerly with 
the Atlantic Monthly Company, New 
York Times, and several agencies, 
has joined Thomas H. Reese & Co., 
Inc., New York, as vice-president in 
charge of the real estate department. 


Elbert H. Baker, 
“Plain Dealer’’ 


Head, Is Dead 


Cleveland, O., Sept. 27.—Elbert H. 
Baker, chairman of the board of 
Plain Dealer Publishing Company, 
and prior to that for many years 
editor and publisher of the Plain 
Dealer and president of the publish- 
ing company, died last night follow- 
ing an operation. He was 79 years 
old. 


Joined Paper in 1898 


Mr. Baker joined the Plain Dealer 
in 1898 as business manager after 
being connected with the Cleveland 
Leader and Cleveland Herald. He 
was named editor and publisher in 


1906, became president of the pub- 


lishing company in 1920, and as- 


sumed the chairmanship three years 
ago. 

He had been a director of the As- 
sociated Press since 1916, and was 
a director of American Newspaper 
Publishers Association from 1907 to 
1924, serving as president of that 
organization from 1912 to 1914. 

Mr. Baker is survived by his widow 
and four children, one of whom, 
Frank Smith Baker, is owner of the 
Ledger ‘and News-Tribune, Tacoma, 
Wash., while another, Alton Fletcher 
Baker, is publisher of “the Guard, 
Eugene, Ore. 


Moss Gets Account 


Moss Associates, New York agency, 
has been appointed by Roosevelt 
Aviation School, which will use news- 
papers and magazines, and Consoli- 
dated Motor Parts, which will use 
newspapers and billboards. 
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F bis Beckwith 
Papers to Branham 


With the retirement from business 
of Beckwith Special Agency, five of 
the 40 publications represented by 
this organization will hereafter be 
served by John M. Branham Com- 
pany, with which J. T. Beckwith will 
become associated. The papers are: 


West Palm Beach, Fla., Post; 
Wichita, Kan., Eagle; Louisville 
Courier-Journal and Times; Beau- 


mont, Tex., Enterprise & Journal; 
and Dallas Times Herald. 


Tests Sealdlastic Appeal 


Sidley Company, San Francisco, 
manufacturer of garters and other 
men’s wear articles, is conducting 
test newspaper campaigns in Stock- 
ton and San Francisco for Rex 
garters, made of “sealdlastic,” guar- 
anteed to withstand washing or dry- 
cleaning for six months. A national 
drive on the product is planned. 
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Not a BEEHIVE... 


Far ahead of general railroad rehabilitation Cin- 


cinnati has provided a seventy-five-million-dollar 


terminal, modern as the streamlined, rubber- 


tired, 100-mile-an-hour trains to come. 


Today, to meet tomorrow’s demands, all rail ac- 


tivity is concentrated under or adjoining this gi- 


Rear View of $75,000,000 Terminal Project 


like roof. 


tion, saving 


time, money 


and definite- 


gantic hive- 


A progres- 
sive step, this 


concentra- 


but housing similar activity 


ly increasing passenger traffic. Concentration 


is just good business, in rail terminals, advertis- 


ing campaigns or newspaper circulations. 


The Cincinnati Times-Star has always believed 


that and from its inception circulation was built 


upon such a policy. 


Today, the Times-Star circulation, slowly and 


solidly formed, is still concentrated within the 


profitable areas, is still the largest circulation in 


Cincinnati, is still adequately meeting today’s 


needs and gradually building for the demands 


of tomorrow. 


Such a circulation is all you need to profitably 


sell active, buying Cincinnati. 


CINCINNATI TIMES-STAR 


NEW YORK—Martin L. Marsh, 60 E. 42nd St. 


CHICAGO—Kellogg M. Patterson, 333 N. Michigan Ave. 


ONE ADVERTISING 
CLAUSE IN EVERY 
CODE IS SOUGHT 


Washington, D. C., Sept. 28.—That 
the NRA will adopt a mandatory 
clause to regulate advertising which 
will be inserted in all codes of fair 
competition is seen as a probability 
by Alfred T. Falk, director of the 
bureau of research and education, 
Advertising Federation of America, 
who has been on duty in Washington 
the past month. 


Mr. Falk, in an interview with 
ADVERTISING AGE, also took occasion 
to deny reports circulating among 
advertising men that the NRA is 
objecting to including any but inp- 
nocuous advertising provisions. 

“On the contrary,” he said, “the 
NRA may even insist in some in- 
stances that such provisions be in- 
serted and is in complete sympathy 
with any efforts to use industrial 
codes as instruments for cleaning up 
unfair and dishonest advertising 
practices. 

“Constructive regulation of adver- 
tising copy is recognized by the ad- 
ministration as a much needed pro- 
tection for the consumer and honest 
advertiser. In fact, it is probable 
that a mandatory clause on truthful 
advertising will be adopted by the 
administration as a provision to be 
required in all codes. 


Would Be General 


“The wording of such a clause 
would necessarily be very general 
and inclusive, and would prohibit un- 


truthful and misleading advertising ~ 


in every form. As the representa- 
tive of the Advertising Federation 
of America, I have been requested to 
help write a tentative draft of such 
a standard clause. 

“In industries where advertising 
competition presents special prob- 
lems, it is necessary to include spe- 
cial clauses in the codes to cover 
the existing conditions. The NRA 


is approving such provisions right - 


along.” 

Mr. Falk also called attention to 
the fact that the NRA’s first objec- 
tive is to improve employment con- 
ditions, and that codes may be re 
vised at any time after the first 
satisfactory draft has been approved 
by the President. 


Advertising Reassured 


Chicago, Sept. 27.—Speaking today 
at the opening luncheon of the Direct 
Mail Advertising Association, Edgar 
Kobak, president of the Advertising 
Federation of America and_ vice 
president, of the McGraw-Hill Pub- 
lishing Company, said that a stand- 
ard paragraph on advertising, for 
insertion in all industry codes, is 
now being drafted by the advisory 
committee formed at the request of 
the NRA to assist in the advertising 
phases of the recovery program. 

“Another indication that the NRA 
is sympathetic to advertising,” said 
Mr. Kobak, “is that all proposed 
codes are now being checked to see 
that they contain nothing which 
would be detrimental to the proper 
use of advertising. 

“The standard paragraph which is 
now being drafted will also cover the 
subject of truthful advertising and 
the elimination of misleading or 
fraudulent copy.” 

Mr. Kobak also intimated that the 
food and drugs act, the proposed 
amendment of which to include con- 
trol of advertising in that field has 
caused some apprehension, will be 
drafted with the assistance of ad- 
vertising interests, to prevent any in- 
justice from being inflicted on ad- 
vertisers. 


Parks Joins Wilding 


Robert M. Parks, former director 
of advertising of Plymouth Motor 
Corporation, and for the past three 
years on the staff of Columbia Uni- 
versity, has joined Wilding Picture 
Productions, Detroit. 
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SUNKIST NAVEL 
COPY TO STRESS 
HEALTH, TASTE 


New Health Appeal to Be 
Used Next Year 


Chicago, Sept. 28—The annual 
drive of California Fruit Growers 
Exchange on navel oranges. will 
break in November, with this out- 
standing cooperative organization 
spending approximately $1,250,000 in 
magazine, outdoor and car card ad- 
vertising to insure a large public 


‘demand for oranges, and more spe- 


cifically for Sunkist: oranges. 

The winter campaign on navel 
oranges will follow lines similar to 
those taken in previous campaigns, 
W. B. Geissinger, advertising mana- 
ger, told ADVERTISING AGE today. 
Much of its tone will be competitive, 
the distinctive features of California 
navels being pointed out with such 
slogans as “richer juice—and no 
seeds.” 

Magazine copy, as well as that used 
on car cards and on outdoor show- 
ings, will stress the navel mark and 
the Sunkist stamp as marks of iden- 
tification. Typical copy, for instance, 
will carry bold arrows pointing to 
the Sunkist stamp and the navel, 
and will declare that “this name 
means richer juice—the navel means 
no seeds.” 

Split Three Ways 

Full pages in color will be carried 
in American Weekly, Saturday Even- 
ing Post, McCall’s, and Good House- 
keeping, with Delineator and possi- 
bly other publications to be added 
later. One-third of the appropriation 
will go for magazine space, with the 
remaining two-thirds about equally 
divided between car cards and out 
door. 

Combination Neon and painted dis- 
plays will be used in 16 cities, and 
these will be backed with poster 
showings in 147 cities throughout 
the country, as well as by the car 
ecards, which will be used in prac- 
tically all major markets. 

On car cards and outdoor, two dif- 
ferent showings will be used simul- 
taneously, one-half the showing 
stressing the appetite appeal and one- 
half playing up the health appeal of 
citrus fruits. 

Magazine copy on lemons. will 
cover a variety of subjects, and will 
include favorite recipes of well- 
known chefs in which lemon is used 
for garnish, the presentation of the 
lemon as the perfect product for se- 
curing an odorless hair rinse, etc. 

Outdoor and car card copy for 
lemons will also stress the multiple 
uses of this fruit, emphasizing such 
appeals as its value in warding off 
colds, its use with tea and as a 
garnish, the delectability of lemon 
pie, ete. 

With the navel season ending in 
the spring and the valencia orange 
season beginning, during which time 
California oranges are the only 
oranges on the market, the organi- 
zation will launch an entirely new 
appeal based on the value of vita- 
min C, present in large quantities in 
oranges and other citrus fruits, in 
preventing tooth and gum diseases, 
Mr. Geissinger indicated. 

Copy featuring this health aspect 
of oranges and lemons has been de- 
cided upon following exhaustive re- 
search into the properties of vitamin 
C in preventing tooth decay at the 
University of Chicago and at Moose- 
heart, orphanage operated by the 
Loyal Order of Moose, where experi- 
ments in diet have been carried on 
for more than a year on over 350 
children. 

Remarkable results have been 
achieved in clearing up symptoms of 
pyorrhea, gingivitis, and similar 


mouth conditions by adding orange 
and lemon juice to the daily diet, 
Mr. Geissinger declared, and this fact 
will be brought out in consumer copy. 

While the consumer drive featur- 
ing vitamin C will not begin until 
physicians 


May, a campaign to 


through direct mail and the medical 
press is scheduled to start in Novem- 
ber, in accordance with a well de- 
fined policy of the Exchange of se- 
curing medical acceptance for health 
claims before acquainting the public 
with them. 

Copy in the consumer campaign 
will to some extent follow the out- 
line observed in copy which appeared 
about eighteen months ago, which 
pointed a moral with such headlines 
as “Why Eskimos’ teeth never de- 
cay.” 

Lord & Thomas, San Francisco, 
handle Sunkist advertising. 


Edros aeons Mathes 


Edros Natural Products,  Inc., 
maker of Edrolax, has placed its ac- 
count with J. M. Mathes, Inc., New 


Dotted Line 
Club of N. Y. 
Holds Frolic 


New York, Sept. 28.—Forty hard 
driving members of the New York 
Dotted Line Club, comprised of sales 
representatives of Associated Busi- 
ness Papers located in New York, 
attended the annual outing at Briar- 
cliff Manor and succeeded, despite 
serious handicaps, in playing some 
golf and tennis, in feasting and 
finally in electing a new slate of 
officers. 

Publishers donated prizes_ for 
games of the day. John Williams 
scored low gross score; Tom Tred- 


putts, Baker winning the toss of the 
coin. Fred Fischer was handed an 
award for “socking the pill too 
often”; Chauncey Williams, for low 
on blind holes, and Douglas Taylor 
and Don Nichols for low net. All- 
round athlete Tredwell was crowned 
king of the tennis court. 

Elected for the ensuing year were 
Douglas Taylor, Printers’ Ink, chair- 
man; Fred Fischer, Simmons-Board- 
man Publishing Co., vice-chairman; 
F. A. Lederle, House Furnishing Re- 
view, chairman of programs, and 
Mike Haggerty, Laundry Age, chair- 
man of member relations. 


Wasson With Foote 


Lloyd Wasson, formerly with the 
Hearst newspapers and Delineator, 
has joined N. Frederick Foote & As- 


Joins Ken-Rad 


Harry E. Baumgarten has resigned 
as treasurer and business manager 
of Louisville Herald-Post to join Ken- 
Rad Tube & Lamp Corporation, 
Owensboro, Ky., as controller. 


Is Representative 
Carl F. Megelin has been named 
middle western representative of 
Dizie Farm and Poultry Journal, 
with offices in Chicago. 


Dailies Consolidate 
Shamokin, Pa., Daily News and 
Dispatch have been consolidated as 
News-Dispatch, an evening paper. 


KOA Increases Power 
Application of KOA, Denver, for 
increase in power from 12,500 watts 


York. 


well and C. J. Baker tied for fewest 


sociates, New York. 


to 50,000 watts has been approved. 


Isr DAY—Copy No. 629,387 of 
the September Redbook arrives at 
the home of Mr. and Mrs. Hosmer J. 
Bulkhead in time for Mrs. Bulkhead 
to start Rupert Hughes’ story “Re- 
venge in Advance” before dinner. 


2no DAY — Mr. Bulkhead sees 
photo section “In Tune With Our 
Times” over Mrs. B’s shoulder and 
wants to read what’s under the pic- 
tures. Starts to hand Redbook back 
to Mrs. B. (2 hours and 10 minutes 
later) and discovers she has gone 
to bed. 


Ava DAY — Mrs. B. reads Zona 
Gale’s “Trouble with Mother” and 
“The Lightnings of the Lord” by 
Irvin S. Cobb, and also studies this 
month’s Prize Bridge Hands by Cul- 
bertson. 


OH DAY—Mr. and Mrs. B. re- 
sume an ancient argument as to 
where Hosmer Jr. (age 14) should be 
sent to school. Mr. B. remembers 
seeing several pages of school adver- 
tising in Redbook. They look it up 
and write several different schools 


that look promising. 


61 DAY—Hosmer Jr. gets Red- 
book in the corner and memorizes 
three laughs from “The Cheering 
Section”’ in order to impress the girl 
next door. 


Sin DAY — Mr. B. reads ‘The 
Name’s Dove” by Sam Hellman while 
waiting for Mrs. B. to finish a tele- 
phone call. 


12: DAY — Redbook mysteri- 
ously disappears. Mr. B. discovers the 
loss, and Mrs. B. denies guilt. “I 
threw away a couple of magazines 
yesterday. but they were weeklies.” 


Lom DAY — Redbook returned 
by the maid, who “wouldn’t have kept 
it so long except there was a swell 
story in the back that must have been 
as long as a book.” (Editor’s note: 
There was, and it was.) 


THE PRIVATE LIFE OF 
COPY NO. 629,387 


161 DAY— Mr. B. sees beer ad- 
vertisement in Redbook. “I suppose 
we ought to have a case of beer in the 
house, Mama, what with the Whipples 
coming tomorrow. I tore out an ad 
for you—get this brand, will you?” 


ye DAY — Mr. B. reminds Mrs. 
B. to save Redbook because he hasn’t 
read Mignon G. Eberhart’s book- 
long mystery “The Figure in the Fog.” 


301 DAY — October issue of Red- 
book arrives featuring 8 short stories, 
3 continued novels, 6 articles, 2 spe- 
cial features, a complete novel (over 
50,000 words)—and a 30-day life for 
every advertisement in the book.* 


*YOUR ADVERTISEMENT not only has longer life in Redbook than in week- 
lies, but you reach both women and the men whose shadows are present in every 
shopping expedition for less than you pay elsewhere to reach one sex alone. Sell 
the family and you sell all. Redbook Magazine, 230 Park Avenue, New York. 


THE SHADOW OF A MAN STANDS BEHIND EVERY WOMAN WHO BUYS 
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Press Clab Elects “ce 5 ] tribution of samples is another ac-|union. Trade paper advertising may 
P. @ Tredway, odverticing mes Barkeeper Ss tivity which has been and is favored.| be used next spring. 


ager, Southern Pacific Company, has 
been named treasurer of the San 
Francisco Press Club. Walter G. 
Swanson, advertising and publicity 
agent, is secretary. 


Armes With C urtis 


H. Lyman Armes, formerly an ac- 
count executive with Wood, Putnam 
& Wood Company, Boston, has joined 
the advertising department of the 
Curtis Publishing Company, Phila- 
delphia. 


Niece in New Post 


Ralph H. Niece has joined the staff 
of Conde Nast Publications, Chicago. 


Friend’’ Uses 
Same Old Copy 


Indianapolis, Ind., Sept. 28.—With 
beer back and more potent beverages 
apparently on the way, Barkeeper’s 
Friend, now 50 years old, has _ re- 
sumed the advertising broken off 
abruptly by prohibition. 

The kind of advertising has not 
changed. Huge painted signs on 
barns along the country’s highways 
were the medium used for many 
years and now being reinstated. Dis- 


Barkeeper’s Friend, a metal polish, 
was developed by George William 
Hoffman in 1883, and it is said that 
65 per cent of the saloons of the 
country used it to keep brass and 
nickel fittings bright and _ shining. 
Walter W. Miller took over the busi- 
ness four years ago and he is content 
to follow in the footsteps of Mr. 
Hoffman. 

The highway signs are notable for 
size and brevity. They bear only the 
magic legend, “Barkeeper’s Friend.” 
This was good copy 50 years ago and 
still is, Mr. Miller believes. 

The sampling is confined to retail- 
ers of beer in every state in the 


Phillips Promotes Two 


H. E. Warmhoudt, former general 
sales manager of Independent Oil & 
Gas Company before it was absorbed 
by Phillips Petroleum Company, 
Bartlesville, Okla., and A. M. Hughes, 
formerly regional manager at Ama- 
rillo, have been appointed assistant 
general sales managers with head- 
quarters at Bartlesville. 


Named for Fertilizer 


Fertig, Slavitt & Gaffney, Inc., New 
York, has been appointed by the 
Smith - Douglass Company, Norfolk, 
Va., manufacturer of S-D fertilizers. 
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Bees surgical clinic. 


Influencing 
Canadian thought and action 


“THE GREAT KILLERS” ... who can 
pass that title by? Who can go unmoved: 
by this dramatic analysis of the needless 
tragedies that come from the lack of pop- 
ular medical knowledge! 


increase the hold which this great monthly 
has on the interest of its two hundred 
thousand readers. All play a part in ex- 
plaining the prompt response which Cana- 
dian Home Journal advertisers receive 


We wish we might send you reprints of the —_ from this rich market. 


lead articles of recent months... then you 
would see how Canadian Home Journal 
through its articles consistently influences 
Canadian thought and action. 


Year after year, for many years, Canadian 
Home Journal has led all other national 
magazines in Canada in advertising lineage 
per issue. Such consistent recognition 


Some of these articles present facts vital to oumns Gully when carnal 


the average reader . . . some are inten- 
tionally controversial ... some are inspiring 
true stories of human lives. All serve to 


Have you seen the October issue, just out? 
A postcard to Toronto is enough. 


ANADIAN HOME 
JOURNAL 


Canada’s National Women’s Magazine 
Since 1904 


Circulation 200,000 net paid ABC guaranteed .. . equivalent to 2,400,000 on the 
‘ basis of the United States population. Published monthly by Consolidated Press 
Limited, Toronto, Canada. New York Office, 475 Fifth Avenue. 


SAYS HARDWARE 
WHOLESALER IS 
WINNING FAVOR 


Mail Association Gets Two 
Viewpoints 


Chicago, Sept. 28.—The afternoon 
meeting of the general session of 
the Direct Mail Advertising Asso. 
ciation today, continued from morhp- 
ing, developed into a symposium on 
hardware. Viewpoints were ex- 
pressed by J. A. Fitchem, general 
manager of the Wisco Hardware 
Company, Madison, Wis., dealer- 
owned jobbing house, and that of the 
old line wholesaler by R. H. Roberts, 
head of the dealer service bureau 
of Hibbard, Spencer, Bartlett & Co., 
Chicago. 

Mr. Fitchem’s' organization is 
owned by 100 Wisconsin hardware 
dealers, one to a town. All profits 
are returned to the dealers in divi- 
dends and $2,000,000 has been passed 
back in this way. 

The plan has worked badly for 
some manufacturers. Formerly, for 
instance, the 100 dealers represented 
handled 27 brands of paint. Under 
the central plan, they handle but 
one—that of John Lucas & Co, 
Philadelphia. 


Trend Back to Wholesale 


The Chicago jobber, Mr. Roberts, 
said a distinct trend back to the 
wholesaler is manifest among na- 
tional advertisers. They have dis- 
covered, he asserted, that when 100 
manufacturers are distributing direct 
to the same 1,000 dealers, there is 
a tremendous duplication of work 
which can be eliminated by letting 
the jobber handle it. 

Jobbers are cutting the waste out 
of distribution and can do even more 
along this line by educating the 
retailer, Mr. Roberts asserted. He 
attributed high costs largely to the 
broken package evil. As for short 
cuts, he cited one as an example of 
what is going on. In his company, 
there is a chute in the center of the 
building and fast-moving lines are 
located closest to the chute. 
Speaking of changes in the field, 
Mr. Roberts said his company has 
dropped 28,000 items in five years, 
while adding 23,000. 

He argued that consumers are 
paying less attention to brand 
names, because in many instances 
they believe brands represent high 
cost. 

“Sears, Roebuck & Co. confirmed 
this theory,” he said, “when they 
went to the manufacturer of a pop- 
ular article and contracted for a tre- 
mendous number to carry their own 
label. Under this deal, they in- 
creased their business in this line 
from 5 to 73 million dollars in five 
years.” 

Somewhat the same plan has been 
adopted by many jobbers, Mr. Rob- 
erts concluded, to meet the fierce 
competition of the mail order houses. 


American Blower Wins 


The patent infringement suit 
brought in 1930 by Herman Nelson 
Corporation, Moline, TIll., against 
American Blower Company, Detroit, 
has been decided in favor of 
the latter in the Detroit federal 
court. It was held that a heating 
and cooling device patented by the 
Moline company can be used by 
American Blower, and that the pat- 
ent is void. 


Joins “Brewery Age” 
Roy W. Thompson, formerly adver- 
tising manager of Reading Iron Com- 
pany and before that with York Ice 
Machinery Company, has been ap- 
pointed eastern representative of 
Brewery Age. 


Agency for Railroad 


Carroll Dean Murphy, Ine., Chi- 


cago, has beeen appointed to handle 
advertising of the Baltimore & Ohio 
Railroad Company lines west of Buf- 


falo, Pittsburgh and Wheeling. 
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WESTINGHOUSE 
CONTEST BEATS 
SUMMER SLUMP 


Chicago, Sept. 28.—How direct 
mail helped the refrigeration divi- 
sion of Westinghouse Electric & Mfg. 
Company, Mansfield, O., banish the 
summer slump was related at the 
general session of the Direct Mail 
Advertising Association this morn- 
ing by Ralph Leavenworth, advertis- 
ing manager. Mr. Leavenworth sub- 
stituted for R. C. Cosgrove, manager 
of the refrigeration division, who 
was unable to attend. 

Other speakers at this session 
were Major A. Heath Onthank, of 
NRA, and D. E. MacVannel, sales 
manager, Holeproof Hosiery Com- 
pany of Canada, London, Ont. 

The refrigeration business usually 
turns down sharply July 1, Mr. 
Leavenworth explained. To over- 
come this tendency, the company 
staged a contest on its new “Master 
Series,” urging the salesmen to be- 
come “master builders.” 

This contest succeeded where 
others failed because the building 
analogy was familiar and because 
city was pitted against city. The 
national average for the campaign 
period, July 26 to Sept. 16, was 122 
per cent of the quotas established. 


Sent to Homes 


All mailing pieces were sent to 
salesmen’s homes, Mr. Leavenworth 
pointed out. There was a constant 
fire of these to maintain interest. 
Merchandise prizes offered .by the 
company were supplemented in 
many instances by cash awards of- 
fered by dealers. 

One of the features of the contest 
was a “Double Effort Week,” and 
salesmen were provided with two 
postcards. 

One of these reported, “Yes, Mr. 
Cosgrove, I made my quota,” while 
the other took the unique form of an 
“alibi card.” It gave a long list of 
reasons why the salesman could not 
reach his quota, the salesman _ be- 
ing supposed to check those which 
applied and return the card. This 
mailing piece aroused more deter- 
mination than any other dispatched 
to salesmen, it was indicated. 

Major Onthank denied that there 
has been any procrastination by 
NRA and said the entire country will 
be operating under codes by Jan. 1, 
1934. “You'll get yours,” he told 
the advertising men in predicting 
larger appropriations. 

The Canadian visitor emphasized 
the changes being wrought in the 
nation’s habits by the NRA and 
other events, including the Century 
of Progress, which changed the sum- 
mer habits of 15 million people, he 
said.. 

He said advertising has a big job 
to do in getting more and quicker 
interviews for salesmen. He regards 
the first twelve words in a sales 
interview as vital, largely determin- 
ing the success or failure of the 
call. 


Carnation Extends Radio 


Carnation Company’s “Contented 
Hour” will return to the largest 
hookup the company has ever used— 
40 stations—Oct. 2. Erwin, Wasey 
& Co. are in charge. 


Plans Lingerie Program 


Street & Finney have been made 
advertising agents of Malcolm G. Van 
Arsdale, Inc., lingerie manufacturer. 
A campaign in magazines and trade 
papers is planned. 


Plans Food Drive 


Smith & Drum, Inc., Los Angeles, 
is working on a campaign for Mi- 
lani’s Famous Foods, Seattle. Ex- 
tensive use of newspapers and out- 
door is being considered. 


Phelan Joins Agency 
J. P. Phelan, formerly with Ru- 
dolph Mosse, Inc., has joined Freeze- 
Vogel-Crawford, Milwaukee, as head 
of its newly organized public rela- 


tions department. 


Starts Coffee Campaign 


Alexander-Balart Company, San 
Francisco, has resumed advertising 
of Million Dollar Coffee through 
Long Advertising Service, San Jose. 
The campaign is confined to Cali- 
fornia. Newspapers are being used. 


Starts Outdoor Plant 


Ray E. Potter, for many years con- 
nected with Philley Advertising Com- 
pany, has organized Potter Out- 
door Advertising Company, 512 N. 
15th St., St. Joseph, Mo. 


Ad Club Appoints 


Blanche Walthers, for many years 
connected with Advertising Club of 
Los Angeles, has been appointed ex- 
ecutive secretary of the organization. 


General Motors 
Mails Million 


Questionnaires 


Chicago, Sept. 28.—Of 1,000,000 
questionnaires sent to motorists by 
General Motors Corporation, 230,000 
have already been returned and the 
end is not yet in sight, E. St. Elmo 
Lewis, sales and marketing coun- 
selor, told the general session of 
the Direct Mail Advertising Asso- 
ciation today. Mr. Lewis presided 
at the meeting. 

This plan not only enables the 
big car manufacturer to produce 


automobiles that meet the public 
ideas, but it is a great advertising 
stunt because all of the million who 
got the questionnaire will wait im- 
patiently for the new models, Mr. 
Lewis averred. 


In Booklet Form 


The G. M. C. questionnaire, he ex- 
plained, is put in the form of a 
booklet. Many of the questions can 
be answered simply by checking. In 
some instances, however, the motor- 
ist is invited to do a little sketching 
on his own behalf. 

“Is there anything on your pres- 
ent car that you would change if 
you were re-designing it for your 
own personal comfort and conveni- 
ence?” This is one of the numerous 


questions propounded by General 
Motors. 

While the questionnaire appar- 
ently covers every conceivable part 
of a car, it proved to be incomplete 
and the company is receiving a large 
number of letters, giving further in- 
formation, Mr. Lewis said. 


Smith Joins Fawcett 


Tom Smith, formerly advertising 
manager of Opportunity Magazine, 
has joined Fawcett Women’s Group 
as sales representative. 


Represent “Times” 
Cole & Myers, Chicago, have been 
appointed special representatives for 
the Sunday magazine section of New 
York Times. 


Mots 


LAAN 


AMNWNOTTT 


on the 


They BUY 


Extra Thickness 


for THEMSELVES 
for THEIR HUSBANDS 
for THEIR CHILDREN 

for THEIR HOMES 


Adding The Parents’ Mag- 
azine to any schedule will 
give the advertising cam- 
paign extra coverage 
where it is needed most. 


Tread 


A TIRE is built with extra thickness . . . extra coverage . . . on the tread. That is where it 
is needed. @ An advertising campaign, likewise, should be built with extra thickness on 
the tread . . . extra coverage where it is needed most. @ No matter how many plies in a tire it 
needs to be reinforced on the tread . . . the part that does the real work. Likewise, an adver- 
tising campaign, regardless of the number of mass publications on the list, needs reinforce- 
ment where the heavy business is being done . . . where the prospective purchasers are the 
thickest. @ If you sell foods, toilet goods, or any other product or equipment used in the 
home, you need the reinforcement of extra coverage among mothers of growing children. 


They buy more goods of this type than do most other families. And their buying habits are 
in a formative stage. Once formed they will last a long time. Mothers of growing children 
form the Market of Greatest Buying Expectancy. @ The Parents’ Magazine reaches mothers of 
growing children. It has no circulation, as have the general women’s magazines, among 
unmarried women, married women without children, or married women whose 
children have all grown up. But it is read, and read with deep interest, by more 
than 300,000 mothers of growing children . . . mothers vitally concerned 
with the development and growth of their families and their homes. 


The PARENTS’ MAGAZINE 


> 114 EAST THIRTY-SECOND STREET, NEW YORK ~< 
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GROUP HEARINGS 
ON GRAPHIC ARTS 
CODE SCHEDULED 


Hope for Quick Solution of 
Difficulties Fades 


Washington, D. C., Sept. 28.—The 
refusal of the group of metropolitan 
newspapers represented by the Amer- 
ican Newspaper Publishers Associa- 
tion to file fair practice rules and 
the firm stand of printing trades 
unions for a 25 per cent increase in 
Wages are stumbling blocks which 
may slow up completion of the gra- 
phic arts code for several weeks. 

During and immediately following 
the hearing last week, Deputy Ad- 
ministrator Lindsay Rogers asked 
that all briefs be filed within a week 
and otherwise indicated the hope 
that. the code regulations could be 
quickly decided. A contrary view- 


point was manifested yesterday, 
however, when he advised industrial 
advisors appointed in connection 


with the code that they could return 
to their homes for an indefinite stay. 

The labor conferences got under 
way Wednesday and newspaper prob- 
lems will be taken up next week in 
New York in order that Deputy 
Rogers may resume his lectures at 
Columbia University, where he is 
professor of public law. 


Hope to Compose Differences 


NRA is resigned to the delay, it is 
said, because of the hope that liqui- 
dation of the sharp antagonisms be- 
tween branches of the graphic arts 
industry will simplify the task of 
codification. 

Salutary developments are ex- 
pected in connection with fair prac- 
tice regulations for the metropolitan 
newspapers during the interval be- 
fore completion of the code will be 
aggressively pushed. Tremendous 
pressure is being generated to bring 
the big dailies into line. 

It is contended that it would be 
impractical, if not impossible, for 
the NRA to exempt this group of 
newspapers from provisions enforced 
for directly competitive mediums. 

Among the organizations which 
have either appeared at the hearing 
to advocate fair practice rules for the 
dailies or have received permission 
to file briefs in support of the recom- 
mendation are the Association of Na- 
tional Advertisers, National Retail 
Dry Goods Association, Federal Food 
and Drug Administration, NRA ad- 
visory boards and labor unions. 


Presents Other Side 

ADVERTISING AGE has been asked to 
point out that the position taken by 
the A. N. P. A. is not approved by all 
dailies. As one indication of the op- 
position sentiment, there is the fact 
that membership of the National Edi- 
torial Association has increased ap- 


proximately 300 since its P. R. A. 
agreement was filed. 

John H. Fahey, publisher of the 
Worcester, Mass., Evening Post, 
member of the Federal Home Loan 
Board and former president of the 
United States Chamber of Commerce, 
spoke for the group in favor of a 
complete code at the hearing last 
week. 

“It seems to me,” he said, “that 
consistent with the purposes of this 
act, which are perfectly plainly set 
forth, it is idle for the newspaper 
publishers of this country to insist 
that they are entirely free from the 
kind of discreditable and disrupting 
tactics and competitive conditions 
which have affected every industry in 
the United States and which have 
been a large contributing factor in 
bringing about our difficulties of the 
last three years. 

“I think the A. N. P. A. is making 
a very grave mistake in not recog- 
nizing that the recovery act affords 
a means for removing unfair com- 
petitive practices from our industry. 
I have always known that the news- 
paper business was one of the most 
altruistic in the country, but I could 
never agree with some of my pub- 
lisher associates that it was 100 per 
cent pure,” he said. 


Dandruff Is No 
More; “‘Scurf’’to 


Take Its Place 


“New York, Sept. 28.—Taking its 
cue from new terms now offered 
the public, Pinaud, Inc., has begun 
a new campaign on its tonsorial prod- 
ucts featuring “scurf,” which is just 
another term for “an unpleasant con- 
dition of the scalp sometimes known 
as dandruff.” 

The public was introduced to the 
word through copy quoting the 
French “tonsorialist’ whose picture 
has been an integral part of Pinaud 
advertisements for many years. 

Appearance of this copy marks the 
return of Pinaud advertising in Amer- 
ica after a period of dormancy. A 
general list of papers is being used. 
The first of the new campaign in 
New York was on the Pinaud lilac 
shaving lotion; in out-of-town papers, 
on Pinaud’s eau de quinine. Other 
advertisements will deal with men’s 
shaving cream and the women’s gen- 
eral cosmetic line. 

Car cards this week started carry- 
ing the “scurf” eau de quinine mes- 
sage. 


Delaney Has New Unit 


W. J. Delaney, William J. De- 
laney, Inc., New York and Chicago, 
formerly advertising director of the 
Newsstand Group, will handle adver- 
tising for a new group of fiction 
magazines to be known as the News- 
stand Fiction Unit, including Ranch 
Romances, Black Mask, Amazing 
Stories, Complete Detective Novel 
Magazine, Wild West Stories € Com- 
plete Novel Magazine, Love Adven- 
tures, Rangeland Love Story Maga- 
zine, Action Stories, Lariat Stories, 


Wings, and Frontier Stories. 


Getting Personal 


Alfred Wallerstein, retired agency president, is building a home 


at Stamford, Conn., for his June bride. 


Sterling Beeson admits 


he was thrown out of the first conference he broke into as a news- 


paper reporter. . . R. 
ager of De Soto, narrowly escaped 


M. (Rowley) Rowland, assistant sales man- 


being a minister. He missed and 


later sang bass in a vaudeville quartet. > 
Claire Gordon, secretary of Conover-Mast, is back from her honey- 


moon and the Graybar building looks pleasant again. 


The Nick 


Carters have annexed a bridge championship which takes in quite a 


bit of Long Island territory. 


Howard E. Blood, president of the 
Norge Corporation, is an amateur photographer of renown. 


Since 


Phil Henriquez moved from Chicago’s near north side to Wheaton, he 


can’t sleep—misses the noise. 


Deane W. Colton, agency man, is one of those poets who get money 
for their stuff. See Literary Digest, Forum, Century and others. 


Lou Scheuerle, former advertising 


salesman for Irving-Cloud, is now 


the proud proprietor of a restaurant and bakery at Hackensack, N. J. 


There’s an idea. 


Thorne Donnelley, Chicago printer and adver- 


tising man, flies down to his country place in Kentucky now and then. 
That’s the right way to use a plane. 
Malcolm Rollins, Cosmopolitan promotion manager, admits his new 


Plymouth won’t do over eighty. 
Getchell. . 


He may take the matter up with Mr. 
. Evelyn Grumbine’s husband, a talented young surgeon, 


is personally and professionally popular with Chicago advertising 


people. .. Herb Stephen, 
Evening Post, drives a Pierce. 


advertising reporter for the New York 
Some reporter! 


When Edward Albright was appointed minister to Finland, he sold 


his paper, the News, of Gallatin, Tenn. 


Neil Gallagher, who edits 


the “Bumblebee” for the Rochester Ad Club, has married an advertising 


artist. 


That makes it nice all around. 


Colonel Dan B. Miner, 


Los Angeles agency man, commands the advertising division of the 


local NRA. 


Gil Morgan, Outdoor Advertising Agency’s golf expert, scored an 
ace at the sixth hole, Olympia, in the Western Open the other week. . . 
Paul Ryan, Shell Petroleum’s advertising mogul, is frequently mistaken 


for Postmaster General Farley. 


home into an aquarium since he became a guppy fancier. 


Bill Haring has been making his 
.. Judge 


Robert Worth Bingham, publisher of the Louisville Courier-Journal 
and Times, is back on the job as ambassador to Great Britain after an 
illness which kept him away from the embassy in London for several 


months. 


S. L. Meulendyke, of Marschalk & Pratt, raises his own vegetables 


on his Connecticut farm. 


Amon Carter, Fort Worth publisher 
is a great friend of President Roosevelt. 


Tom Brophy, first vice- 


president of Kenyon & Eckhardt, is still laid up at the Lawrence Hos- 
pital, Bronxville, following an automobile smash-up in which he was 
seriously injured. But he’s getting better fast. . . 

Messrs. Kimball, Hubbard and Powel shook and poured for a big 
crowd of well-wishers when they opened their new agency offices last 


week at 400 Madison avenue. 


John B. Gallagher, publisher of 


the Louisville Herald-Post, has gone to California to recuperate after 


a serious illness. 


Grover Whalen was the subject of a cartoon by 


Robles, the South American, appearing recently in the New York Eve- 


ning Post. 


tion of advertising matter 


central market. 


United 


BIG 


DIRECT TO 
THE HOME 


IN CHICAGO IT IS THE BIG 4 


Here we offer a service in home to home distribu- 


come widely known for intelligent planning—thorough 
organization—exacting supervision—experience in or- 
ganized marketing efforts—and a supporting knowledge 
of the composition and characteristics of this great 


Associate Members in Every Principal City in the 


We invite your inquiry. 


ADVERTISING CARRIERS 
20 EAST 8'" ST. CHICAGO 


and samples which has be- 


States. 


FARMERS. BAKERS 
AIDED BY BREWER 


St. Louis, Mo., Sept. 28.—Turning 
for the moment from the competitive 
situation in the beer industry to a 
consideration of the problems of 
farmers and bakers, Anheuser-Busch, 
Inc., is releasing a series of six 1,000- 
line advertisements to newspapers 
in 33 cities, urging each consumer to 
eat two more slices of bread every 
day, and thus “help the baker help 
the farmer—and you help yourself.” 

A similar message will appear in a 
double-page spread in the Saturday 
Evening Post the middle of next 
month. 


Copy is devoted to pointing out 
that the prosperity cycle must begin 
with the farmer, and that the process- 
ing tax on wheat will aid the entire 
country. “The tax on _ processing 
wheat is almost nothing compared 
with its power to create an eager 
farm market for city-made goods,” 
one of the advertisements says. “It 
is almost nothing compared with its 
power to create city jobs.” 

Each advertisement carries a block 
of type explaining how Anheuser- 
Busch aids the farmer. ‘“Anheuser- 
Busch is a large customer of the 
farmer,” it says, “using annually 
72,000,000 pounds of barley, 14,400,000 
pounds of rice and 1,500,000 pounds 
of hops. Also 14,000,000 pounds of 
corn in our corn products division.” 

Other brewers, wondering why 
Anheuser-Busch should suddenly 
blossom forth as a _farmer-baker 
champion, find several possible solu- 
tions. One is that the company is 
an important factor in the bakery in- 
dustry, supplying bakers with yeast 
and other products, and will pre- 
sumably add to its prestige and busi- 
ness in this field by aiding the cause 
of bakers. 

Another is that unselfish copy of 


this type may help to break down 
whatever resistance there may still 
exist to products of the brewer’s art, 
and enhance the prestige of Bud- 
weiser. 

D’Arcy Advertising Company is the 
Anheuser-Busch agency. 


‘St. Paul News’ 
Will Continue 
Independently 


St. Paul, Minn., Sept. 28.—The St. 
Paul Daily News, bought by the own- 
ers of the Dispatch and Pioneer Press 
with the idea of amalgamating it, 
will be continued as an independent 
newspaper, it has been decided. The 
News has shown such vitality that 
the original plans were abandoned. 

L. E. Owen has been elected presi- 
dent of the new Daily News Corpora- 
tion, which is reported to have paid 
$1,000,000 for the property. J.R. Van 
Horn has been appointed business 
manager, succeeding W. H. Neal, who 
becomes local advertising manager. 
H. A. Bard is national advertising 
manager. 

The John B. Woodward Company 
has been appointed representatives in 
New York and Chicago. 


Oklahoma Utilities 
May Add Sales Tax 


The Oklahoma corporation com- 
mission has vacated its recent order 
forbidding utilities of the state from 
passing the one per cent sales tax 
on to consumers. 

Several commission members held 
that the obvious meaning of the tax 
was to place it on consumers, since 
the tax bill specifically states that 
merchants cannot advertise that they 
absorb the tax. 


Miss Paul’s New Work 


Marjorie Paul has joined Paris & 
Peart, New York agency, where she 
will write copy and take charge of 
home economic and research work. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini. 
mum, $2. 


POSITIONS WANTED 


ACCOUNT EXECUTIVE with 16 
successful years of well-rounded ad- 
vertising agency experience on im- 
portant national accounts. A man 
with a thorough grounding in gen- 
eral account administration and 
client contact—a man who is geared@ 
to high-grade national accounts—aq 
man who can work with and through 
copy, art, radio and production de. 
partments to render intelligent sery- 
ice. Age 36, married, salary require- 
ments nominal, controls some busi- 
ness. Box 396, ADVERTISING AGE, New 
York City. 


CREATIVE LAYOUT MAN—30., 
Seven years experience with direct 
mail, trade journal ads. displays. 
Broad experience in both agency and 
manufacturing fields. Can do work- 
ing art for popular reproduction 
methods. At present employed as 
art director of agency. Box 397, 
ADVERTISING AGE, Chicago. 


M.A.S.A. Elects 
Harry Bates at 
Annual Meeting 


Chicago, Sept. 26.—The Mail Ad- 
vertising Service Association, com- 
posed of letter shops and direct mail 
producing organizations, concluded 
its annual two-day session here to- 
day, during which problems peculiar 
to this branch of the advertising in- 
dustry were discussed. 

At the conclusion of the convention 
Harry C. Bates, Washington, D. C., 
was elected president of the organ- 
ization. Other officers elected were: 

Vice-president, D. H. Fleischer, St. 
Louis; western vice-president, 
Howard M. Rosine, Los Angeles; 
Canadian vice-president, Percy G. 
Cherry, Toronto; directors, Geline 
Bowman, Richmond, Va., and Robert 
G. Marshall, Chicago. 

The majority of those attending 
the sessions of Mail Advertising 
Service Association remained for the 
sessions of Direct Mail Advertising 
Association, which were held in the 
same hotel immediately following. 


Wm. J. Moll Resigns 
from Gardner Agency 


William J. Moll has resigned as 
vice-president, director and New 
York manager of the Gardner Adver- 
tising Company to join the Imperial 
Paper and Color Corp., Glens Falls, 
N. Y., a client of the agency.. 

H. S. Gardner, president, will take 
charge of the New York office. 

Roland Martini has joined the 
agency as head of the radio depart- 
ment and will make headquarters in 
New York. 

James E. Bryan, connected with 
the textile industry for many years 
as a sales and merchandising execu- 
tive, is now associated with the 
agency in the new business depart- 
ment at the New York office. 


Gibson Named President 


Edwin T. Gibson, formerly con- 
nected with National Biscuit Com- 
pany, American Sugar’ Refining 
Company, and Brooklyn Cooperage 
Company, has been elected president 
of Baker-Bennett-Day, Inc., a sub- 
sidiary of General Foods Corpora- 
tion, succeeding A. S. Igleheart. 


Two Breweries Appoint 


Advertising of Croft Brewing Com- 
pany, Boston, and of Bismarck Brew- 
ing Company, Baltimore, a subsidi- 
ary, has been placed with Charles W. 
Hoyt Company, New York. 


Form New Agency 
Alonzo Fowle, Alexander M. Can- 
dee and Burr E. Lee have formed the 
advertising agency of Alonzo Fowle 
& Associates at 524 N. Milwaukee St., 


Milwaukee, Wis. 
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H.H. PUTNAM IS 
NAMED HEAD OF 
INSURANCE MEN 


Insurance First, Company 
Second, Group Is Told 


New York, Sept. 28.— Henry H. 
Putnam, advertising manager, John 
Hancock Life Insurance Company, 
was elected president of the Insur- 
ance Advertising Conference at its 
annual meeting at Briarcliffe, N. Y., 
this week. 

Clarence Palmer, Insurance Com- 
pany of North America, Philadelphia, 
was elected vice-president. Arthur 
Reddall, Equitable of New York, was 
named treasurer. 

Executive committee members 
chosen are J. E. D. Benedict, Metro- 
politan Life; Frank Ennis, America 
Fore, and Al Spaulding, Hartford 
Accident. Stanley Withe, Prudential 
Life Insurance Company, and retir- 
ing president of the conference, is 
an ex-officio member. 

A new constitution was adopted 
eliminating lines of demarcation be- 
tween members representing on one 
hand life companies and those who 
represent fire, casualty and surety 
companies. It also eliminated closed 
executive meetings at the conference 
and the limited term an officer may 
serve. 


Must Serve Field 


One of the principal thoughts 
stressed by various speakers was 
that first and foremost the adver- 
tising man must sell the services 
and good reputation of all insurance 
companies, and then the particular 
advantages of his own. 

Among those who touched on this 
theme were Edward L. Bernays, pub- 
lic relations counsel and Thomas 
J. V. Cullen, editor of The Spectator. 

Paul B. West, managing director 
of the Association of National Adver- 
tisers, speaking on NRA _ develop- 
ments, said honest advertisers are 
strongly in favor of any measures 
which will stop false and misleading 
advertising, but sense danger in the 
adoption of any law designed to 
regulate advertising along broad, in- 
definite lines which might be admin- 
istered by persons wholly unquali- 
fied for so difficult a task. 


An Aid to Beauty?> 


One of the curiosities of the de- 
pression, according to Frank Pres- 
brey, chairman of the advertising 
agency, of that name, is the way 
business on beauty preparations 
has held up. He wondered if this 
great feminine interest in rejuvena- 
tors could be utilized by insurance 
advertisers. 

“Actuaries’ statistics indicate wo- 
men live longer if they have life 
annuities because they are free from 
worry,” he said. ‘This is good evi- 
dence that an annuity acts as a 
beautifier and rejuvenator, and there 
is no reason why the fact cannot be 
introduced into advertising copy.” 

As a testimonial for such a cam- 
paign he suggested: “I am a young 
lady of 98 and before taking on an 
annuity 50 years ago, etc.” 

“Doesn’t this have potency which 
puts all other rejuvenating ideas at 
a disadvantage?” Mr. Presbrey asked. 


Hart with “Today” 


Malcolm Hart, formerly with Col- 
lier’s, who has been vice-president of 
Olmstead, Perrin & Leffingwell, and 
president of Bohlander Iodine Com- 
pany, has joined Today, New York, 
as advertising manager. 


Gets National Steel 
Batten, Barton, Durstine & Os- 
born, Inc., has been named to handle 
advertising of the National Steel 
Corporation, Pittsburgh. 


Adds Roto Section 


News-Tribune, Duluth, Minn., has 
inaugurated a Sunday rotogravure 
section. 


Account for Bourne; 
Takes New Quarters 


National Steel Barrel Company, 
Cleveland, manufacturer of Quiklox 
barrels, has placed its advertising 
with Henry T. Bourne, Cleveland. 
Trade journals in the baking field 
and direct mail will be used. 

The agency has moved its offices 
from 627 Guardian Bldg. to 627 Union 
Trust Bldg., Cleveland. 


Seeks Slogan 


American Weekly has announced a 
prize contest in which life annuities 
will be awarded to those who submit 
the best slogans of 12 words or less 
to serve as a subtitle for the maga- 
zine. 


Joins Green-Brodie 


Robert H. Feldman, formerly of 
the New York Times, Educational 
Tours of France and the American 
Chicle Company, has joined Green- 
Brodie, New York, as account repre- 
sentative. 


Advertising of 


1844 Shown in 
Historic Book 


Chicago, Sept. 28.—Although not 
intended as an advertising book, 
“Chicago, Then and Now,” just pub- 
lished by Finch & McCullouch, Chi- 
cago, contains many interesting side- 
lights on advertising as it was done 
in 1844. 

The volume, which is a complete 
reproduction of the “General Direc- 
tory and Business Advertiser of the 
City of Chicago for the Year 1844,” 
contains numerous advertisements 
for Chicago business houses. 

That testimonials were not un- 
known in those days is proven by a 
half-page advertisement for Egan’s 
Sarsaparilla Panacea, which an- 
nounces that “there are in the hands 
of Dr. Egan, private letters from our 


most respectable citizens containing 
accounts of some astonishing cures 
from the use of this Article, which 
can be seen at his Office.” 

H. O. Stone, “Wholesale and Re 
tail Dealer in Dry Goods & Gro- 
ceries,” made use of a somewhat am- 
biguous slogan: 

“He that would thrive, must 
either hold or drive,” he said. “Call 
and see. No charge for showing 
Goods at 114 Lake St.” 

Dr. Tew, “Phrenological & Mag: 
netic Examiner,” used a half-page in 
which he reproduced charts of heads 
very similar to those still much in 
favor with such practitioners and 
urged the use of his remedies in 
cases of “Monomania, Insanity, or 
recent Madness.” 

Ellis & Fergus, Printers, Saloon 
Buildings, who printed the volume, 
were apparently little different from 
printers of today. Facing the title 
page, a tiny advertisement for the 
house is prefaced with the sentence: 


“The following very modest little 


card had well nigh been omitted in 
this Directory!” 


Advertising Women 
Announce New Class 


The fifth annual evening course in 
advertising sponsored by the Ad- 
vertising Women of New York, Inc., 
will open Oct. 16. Students are 
eligible to compete for three schol- 
arships given by the club. 

Registration blanks may be ob- 
tained from Sally Martin, chairman 
of the educational committee, at the 
organization’s offices, 47 W. 34th St. 

Other members of the committee 
are Pauline Arnold, May O’Connor, 
Helen Peffer, Katherine Cleveland 
and Ida Clifford. 


Commonwealth Named 


Balboa Brewing Company, San 
Diego, Cal., maker of Balboa Lager 
Beer, has appointed Commonwealth 
Advertising Agency, San Diego, to 
handle its advertising. Newspapers, 
radio and outdoor will be used. 


... maps teeming with merchandising helps ... and 


. .. It demonstrates, pictures, proves that 


HiME 


The Weekly Newsmagazine 


oming? 


A book of maps (now on the press) from TIME... 
showing where ‘TIME-readers live... maps showing 
what five advertising agencies discovered in Grade A 


grocery stores ... maps spotted with TIME advertisers 


many others . . . . Register your name now for a copy 


of “TIME ...Today—Tomorrow,” ready about October Ist 


IN 1934 WILL BE MORE THAN EVER A SELLING MEDIUM 
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To Hold Chemical 


Show in December 

The 14th Exposition of Chemical 

Industries will be held Dec. 4-9 at 

the Grand Central Palace, New York. 

The last show, held two years ago, 
drew an attendance of 100,000. 


Brillo to Presbrey 


The Brillo Manufacturing Com- 
pany, New York, has appointed 
Frank Presbrey Company to handle 
its radio advertising. 


Tarvid Is Manager 


D. S. Tarvid, formerly district ad- 
vertising manager for Sears, Roe- 
buck & Co. at San Francisco has 
been made manager of the San Fran- 
cisco division for the company. 


Building-Product 
MANUFACTURERS 


Before you plan or print a new 
catalogue, investigate the advan- 
tages of the Sweet's plan—in- 
cluding preparation, printing, dis- 
tribution and maintenance. 


SWEET’S CATALOGUE SERVICE 
Division of F.W. Dodge Corporation 


119 WEST 40th STREET, NEW YORK 


MOVIES 


MAKE SALES 


N every business there are ac- 

tion, interest, romance—good 
selling points that movies can vi- 
talize and turn into sales. Pic- 
tures put life and reality into 
your story—they bring out the 
compelling facts. Pathescope ex- 
perts are creators of business- 
getting films. Get the facts. 
Write or telephone for our free 
booklet, “Making Sales with Mo- 
tion Pictures.” 


THE PATHESCOPE COMPANY 
OF AMERICA, INC. 


Tel.: LOngacre 


Silent 
5-3185 Stitt Fitews 


BROADCAST CODE 
HITS SNAG IN 
PUBLIC HEARING 


(Continued from Page 1) 


ment of total commissions in excess 
of 30 per cent. 

Alice M. Edwards, executive sec- 
retary of the American Home Eco- 
nomics Association suggested inclu- 
sion of a provision which would for- 
bid a network from knowingly broad- 
easting false, misleading or am- 
bizguous statements which by such 
misrepresentation might impair the 
public health. 

Frank Gillmore, president of the 
Actors’ Equity Association, urged 
elimination of free auditions to pros- 
pective sponsors, of rehearsals with- 
out pay, of free appearances, and a 
ban on the participation of the ad- 
ministrative, operating and _ studio 
staff of a station in programs em- 
ploying professional artists. 

His brief, together with those sub- 
mitted by the American Federation 
of Musicians, American Radio Tele- 
graphists Association and Interna- 
tional Brotherhood of Electrical 
Workers, was promised close atten- 
tion by the administrator and his 
advisors. 

A national advertiser attending 
the meeting called ADVERTISING AGE’s 
attention to the fact that, according 
to information in the code preamble 
and the testimony of John W. Gui- 
der, counsel for the National Asso- 
ciation of Broadcasters, about 53 sta- 
tions which are members of the asso- 
ciation have an average gross an- 
nual income of slightly over $1,000,- 
000 while about 200 have gross an- 
nual incomes of $15,000 or less. 

“Mr. Guider said the total dollar 
volume of the industry was more 
than $70,000,000 in 1931,” he said. 
“If the N. A. B. membership does 81 
per cent or $56,000,000, and, as stated 
in the preamble, 200 of these sta- 
tions divide less than $3,000,000 of 
this, 53 stations have a combined in- 
come of $53,000,000.” 


Gano Becomes Teacher 


R. C. Gano, head of Rogers-Gano 
Advertising Agency, Tulsa, Okla., 
has been named instructor in adver- 
tising in the new downtown college 
of the University of Tulsa. 


Has Boat Account 


Stewart, Hanford & Frohman, Inc., 
New York, has been appointed by 
Air Cruisers, Inc., Clifton, N. J., to 
direct a magazine campaign on the 
Inflatex rubber collapsible boat for 
sportsmen. 


To Calkins & Holden 


Adgene, Inc., Patterson, N. J., has 
appointed Calkins & Holden, New 
York, to direct advertising of the Ad- 
gene health drink to the medical 
profession. 


forward their best selling efforts. 


NEERING 


PEN « 


WEEK OF SEPT. 28 


Second largest award 
of construction con- 


$41,206,000 


Tupe of work Value Owner WHO Awarded to 
Public Bldgs. iaeses ths $ 734,000.... 2 vs ED 2 
Commercial Bldgs. ..... 9,289,000.... these contracts? | --:::- ? 
Industrial Bldgs. ...... 5,874,000.... ? got = wees ? 
Streets and Roads..... 13,524,000.... ? The current issues of | ...... ? 
ME WORE onc. .cc00 1,918,000... ? Engineering News-R in ? 
a a 144,000. . ? ord and the McGraw-Hill | ? 
Bridges 1.959.000 > a ae will > 

SP RERE Peer eres +959,000.... ore : ions a 
Irrigation & Drainage.. 6,279,000.... ? cae oh Gels a ee 
eee 1,485,000. . ? such projects. j= 8 foo ceeeee ? 


The advertising pages of Engineering News-Record and Construction Methods are 
an index of those manufacturers of equipment and materials who are putting 
They know it is costly, if not impossible, to 
contact personally the army of engineers and contractors who are bidding on an 
increasing volume of construction work of this kind. 


tracts this year 


NEW USES FOR MARSHMALLOWS ILLUSTRATED 
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Counter display for Angelus-Campfire Company which is designed 
to tie up with the theme featured in current magazine and newspaper 
copy for the product—how to make party favors with marshmallows. 


The original food 
MARSHMALLOWS 


=—S 


PUBLISHER OF 
‘VARIETY’ DEAD 


New York, Sept. 27.—The Broad- 
way show world turned out enmasse 
today to pay its last respects to one 
of the most colorful and unusual 
figures American journalism has 
ever known—Sime Silverman, found- 
er and for 25 years editor and pub- 
lisher of Variety. 

Sime, as he was known to all, was 
found dead in his apartment at the 
Ambassador Hotel, Los Angeles, 
Sept. 22, by Ben Fiazza, casting di- 
rector for M-G-M, and Arthur Ungar, 
Hollywood editor of Variety. He 
was in his 61st year, and had gone 
to California six days earlier for his 
health. 

Variety, the theatrical sheet which 
successfully defied all publishing tra- 
dition, especially in the matter of 
inventing what some declare to be an 
entirely new language, was started in 
1905, when Sime, masquerading as 
“The Man in the Third Row” for the 
New York Morning Telegraph. lost 
his job because he panned a vaude- 
ville act. 

“Variety started its career in good 
English,” the Variety “mugg” who 
wrote a typical Variety obituary of 
Sime in the current issue, reports. 
“Sime switched in short order into 
the argot of the profesh. The pro- 
fesh felt that Sime and the Variety 
muggs were part of the theater.” 


Used Unorthodox Methods 


The paper started out as a vaude- 
ville sheet, but gradually took in 
other forms of theatrical endeavor, 
branching out into film, radio, and 
every phase of showmanship. . 

Its business management, as well 
as its editorial policy, was governed 
by thoroughly unorthodox methods 
under the direction of Sime, a typ- 
ical example being his continued re- 
fusal to supply any figures at all on 
the publication’s circulation. 

The paper will be continued under 
the direction of Sid Silverman, son 
of the founder, who has been presi- 
dent and owner of a controlling in- 
terest since 1930, when Sime’s poor 
health forced him to relinquish com- 
plete control. 


Gittings Heads 


Mogensen Office 


C. K. Gittings has been appointed 
Chicago manager for M. C. Mogensen 
& Co., newspaper representatives. 
He succeeds Chevles A. Johnsonj 
transferred to the San Francisco of- 
fice. 

Mr. Gittings, who has been with 
Mogensen for several years, formerly 
served the St. Louis Post-Dispatch 
and United Press. 


Alfred Field Appoints 


Alfred Field & Co., New York, im- 
porters of wood carving tools and 
linoleum block cutting tools, have 
appointed Wilson & Bristol, New 
York, to handle their advertising. 


Sunithiteld Ham 
To Use Dailies 
In New Program 


New York, Sept. 28. — Expanding 
the aggressive advertising campaign 
which has characterized the mer- 
chandising of Smithfield deviled 
ham since its acquisition by Foods, 
Inc., Erwin, Wasey & Co. have 
launched a series of 1,000-line adver- 
tisements in the New York Evening 
Post. Other metropolitan newspa- 
pers with class circulation will be 
added later. 

E. E. Taylor, president of Foods, 
Inc., commenting on the success of 
the magazine and direct mail cam- 
paigns begun in June, said that sales 
had doubled since the Smithfield 
property was purchased in April. 

The magazines which are now re- 
ceiving copy’ regularly include 
Vogue, Vanity Fair, New Yorker, 
Yachting, McCall’s and Good House- 
keeping. 

The direct mail campaign is com- 
bined with a generous sampling 
drive. Persons prominent in busi- 
ness and society are being asked to 
supply names of friends who might 
be interested in the product, and a 
personalized letter is addressed to 
them which states that a full-size 
jar is being sent at the suggestion of 
the friend who supplied the name. 

The feature of publication adver- 
tising is a humanized pig attired in 
tails and topper. Recently created 
as a trademark for the package, this 
aristocrat of porkdom performs a 
variety of service in the advertising, 
displaying remarkable agility for 
one so corpulent. 

The new advertising character is 
unnamed, but is identified by the 
initials F. P. V. on the baldric he 
wears. A footnote explains that the 
initials stand for “First Pigs of Vir- 
ginia.” 


“Hallicrafters” Formed 


Kendall Clough, formerly chief en- 
gineer, Silver-Marshall Manufactur- 
ing Company, Chicago, is chief con- 
sultant, and William J. Halligan 
general manager of the Hallicrafters, 
a group composed of middle west 
radio manufacturing men which will 
build de luxe receiving sets. The 
Fensholt Company, Chicago, is plac- 
ing direct-to-purchaser display ad 
vertising in consumer papers, and 
plans to add general and radio maga- 
zines later. 


Gundrey to Watts 


H. B. Gundrey, formerly general 
manager in charge of production 
with Stanley E. Gunnison, Inc., has 
joined the Watts Printing Company, 
228 E. 45th St., New York, as vice- 
president. 


Lightolier Appoints 
Fletcher & Ellis. Inc., New York, 
has been appointed agency for the 
Lightolier Company, manufacturers 
of lighting equipment. Newspapers, 


magazines and direct mail will be 


_|cycles,” Mr Batten declared. 


NO FORMULA FOR. 
WRITING COPY. 
BATTEN ASSERTS 


Knowledge of Product and 
Prospects Essential 


Chicago, Sept. 29.— There is no 
fixed rule for the creation of good 
copy, H. A. Batten, vice-president 
and director of copy, N. W. Ayer @ 
Son, declared in a paper read before 
the concluding session of Direct Mail 
Advertising Association here today, 
Mr. Batten was unable to be present 
and his paper was read by Wm. B, 
Clark, of the Chicago office of the 
agency. 

“The great mass of advertising 
copy runs in fairly well defined . 
“For a 
time the newspapers and magazines 
were full of ‘reason-why’ copy. Then 
we had an outbreak of ‘the inter- 
rupting idea.’ Next came ‘prestige’ 
copy and then ‘narrative’ copy. Then 
‘testimonial’ copy. Then ‘conversa- 
tional’ copy, ‘comic. strips,’ and 
‘balloons.’ 

“I do not mean to deny to any of 
these advertising techniques a cer- 
tain measure of effectiveness, but I 
do condemn the _ wholesale and 
thoughtless adaptation of any adver- 
tising technique to a large body of 
unrelated businesses and _= selling 
problems.” 

Two Necessities 


Knowledge of product and knowl- 
edge of prospects are the first steps 
in the creation of good copy, Mr. 
Batten declared, and this is particu- 
larly true of direct mail, since blun- 
ders in this field have a more direct 
effect upon the prospect than they 
do in publication advertising. 


“Advertising, either in  publica- 
tions or direct by mail, must have 
continuity,” Mr. Batten continued. 
“It must have a central idea, con- 
sistently worked out. It must also 
have crescendo, a rising plane of 
action.” 


“As to the writing of copy,” he 
said, “one very important thing is to 
adapt the tone of voice, so to speak, 
to the reader. Women, for example, 
do not like to be screamed at, or 
high-pressured. Atmosphere, sugges- 
tion, good taste, perhaps a little ro- 
mance and glamor, plus a central 
core of good clear factual selling— 
that is the most effective way. Con- 
versely, a man—and particularly a 
very practical-minded man— wants 
direct, fast-moving copy. 

“Above all, direct-by-mail copy 
must be sincere. The public is quick 
to detect —-and reject — insincerity, 
either in people or advertisements. 
And it must be attuned to exactly 
the right personal note. It must not 
be cold and distant. Neither must it 
be too familiar.” 

“One of the greatest fallacies of 
modern advertising is the belief that 
copy should be short,” Mr. Batten 
declared. “The question is not 
whether it is short or long, but 
whether it is interesting and com- 
pelling.” 


Raps Conversational Copy 


Conversational copy came in for a 
flaying from Mr. Batten. ‘“Conversa- 
tional copy is bad nine times out of 
ten; and the tenth time I wouldn't 
use it any way,” he declared flatly. 

In conclusion, Mr. Batten pointed 
out that the sales skies are clearing, 
and that intelligent advertising and 
selling are again coming into their 
own. 

“By the proper coordination of di- 
rect-by-mail advertising, publication 
advertising, radio and outdoor ad- 
vertising, that selling message can 
be successfully conveyed,” he said. 
“We have learned a lot in the last 
four years. I am confident that with 


all the brains and ability and energy 
now at the disposal of American in- 
dustry, the hour of economic recov- 


used. 


ery cannot be long delayed.” 
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ADVERTISING AGE 


Changing Markets Are 
Studied by D.M.A.A. 


(Continued from Page 1) 


Von Hoffman Press, St. Louis, dis- 
cussed various aspects of the general 
subject, “How to Avoid 24 Costly 
Mistakes in Letter Writing.” Their 
discussions were illustrated with 
slides. 

Mr. Mills, discussing mistakes in 
planning, laid down an eight-fold 
plank for business letter writers, 
which included: 

Definite selection of the people to 
be reached; stating the main idea so 
plainly that it cannot be misunder- 
stood; staying closely to the main 
theme; presentation of definite facts; 
working up to a climax; keeping 
clear of controversial subjects; pre- 
senting the proposal in a manner 
which reflects the true spirit of the 
organization which signs the mes- 
sage; and dressing the letter prop- 
erly. 

Analyzes Marketing Problem 


The Wednesday luncheon session, 
one of the highlights of the conven- 
tion, opened with a_ thoughtful 
presentation by Major A. Heath 
Onthank, chief of the control divi- 
sion, NRA, who pointed out that 
while advertising would undoubtedly 
increase as a result of the operation 
of NRA, business would find it neces- 
sary to chart a new course in the 
cultivation of the shifting markets 
which the “new deal” is creating. 
His speech is reported in detail else- 
where in this issue. 


Other speakers at this session, 
which was presided over by Eliot 


Wight, D. M. A. A. president, in- 
cluded John Rodkey, of the Chi- 
cago Board of Trade; Homer J. 


Buckley, president, Buckley, Dement 
& Co., Chicago; Karl A. Crowley, so- 
licitor, Post Office Department; and 
Strickland Gillilan, well-known hu- 
morist. 

“The days of using advertising to 
glorify business are gone,” Mr. Buck- 
ley told the group. “Institutional 
advertising for the most part is out. 
The advertising dollar has to be 
budgeted and put to work on a selec- 
tive selling and result getting basis.” 

Pointing out that under new condi- 
tions “cold canvassing” by salesmen 
can have no place because of its pro- 
hibitive cost, Mr. Buckley asserted 
that one of direct mail’s most im- 
portant tasks was to do its part in 
the pre-selling job. Lists, however, 
are of prime importance, he con- 
tinued. 

Lists Obsolete 


“There is unquestionably a higher 
degree of obsolescence in lists today 
that at any previous period of busi- 
ness history,” he contended. “De- 
tailed studies of the subject as a 
whole show that there have been 40 
per cent changes during the past 
year, including changes of rating, 


changes of firm identities, changes | or 


of location or address. On lists of 
retailers, these changes amount to 55 
per cent. 

“To put it another way, if you sell 
through retailers, more than half of 
your prospects of a year ago have 
ceased to be your prospects or have 
ceased to do business at their old 
locations. Many of them have fallen 
by the wayside. Others have re- 
tained their identity, but have lost 
their credit standing. Until they re- 
gain it, they are not the type of pros- 
pects you can profitably cultivate. 
And still another group has ceased 
to do business at the old stand. 
You'll find them now in cheaper 
quarters, getting along as best they 
can and not moving much merchan- 
dise for any particular manufdc- 
turer.” 

Mr. Buckley concluded by assert- 
ing that “advertising can show re- 
sults under these new conditions, if 
you make definite plans, keeping in 
mind the following: 

“More attention to economic trad- 
ing areas and districts. 

“More careful selection of custom- 
ers from the standpoint of profitable 
operation. 

“Greater consideration to the min- 
imum size of order that can be 
handled at a profit. 


“Simplification of line, brands, 
sizes of containers and varieties of 
merchandise to effect increased turn- 
over. 

“Increasing profits through ade- 
quate stock control. 

“Increasing retail sales by im- 
proving the standards of retail sell- 
ing. 

“Reduction of selling expenses 
through effective direct mail selling. 

“A well balanced, carefully planned 
advertising campaign.” 


Interesting General Session 


Thursday morning was devoted to 
a general session dealing with var- 
ious marketing problems, which was 
presided over by E. St. Elmo Lewis. 
The conference was scheduled to 
wind up at noon, but spirited dis- 
cussion of all topics made it neces- 
sary to continue the session in the 
afternoon. Detailed reports of these 
sessions are given elsewhere in this 
issue. 

Thursday afternoon was. given 
over to four departmental sessions, 
one on advertising salesmanship, 
under the direction of George L. 
Willman, Chicago; a second on in- 
dustrial advertising, under the direc- 
tion of G. D. Crain, Jr., publisher, 
ADVERTISING AGE; a third on re- 
tail advertising, presided over by 
G. R. Schaeffer, Marshall Field & 
Co.; and a fourth on direct selling, 
in charge of John A. Smith, Jr., 
Frank E. Davis Fish Company. 

Three unusually effective talks 
featured this last session, speakers 
being Elon G. Borton, advertising 
director, LaSalle Extension Univer- 
sity, who spoke on testing direct 
mail; J. C. Staehle, Chicago Mail 
Order Company, who spoke on main- 
taining accurate lists; and M. B. 
Salisbury, Postal Life & Casualty 
Company, who also spoke on test- 
ing. 

People do not buy solely upon in- 
tellect, Mr. Borton pointed out. 
They may seek facts and figures to 
justify their actions to their friends, 
but they become purchasers only 
when they have reached an emo- 
tional stage in which they feel they 
must have the product or service ad- 
vertised. 


“Shoots the Works” 


His organization has discovered, 
Mr. Borton continued, that con- 
sciously or not, the average prospect 
makes up his mind when he gets the 
first letter, and as a result of this 
discovery, LaSalle Extension Univer- 
sity now gives the prospect “the 
works” in its first mailing, devoting 
its follow-up material to inducing 
action. 

Mr. Staehle graphically illustrated 
the costliness of working with old 
“inflated” lists, and detailed the 
methods used in his organization to 
maintain lists in perfect condition. 


At the industrial departmental, 
Herbert W. Stoetzel, advertising 
manager, Republic Flow Meters 


Company, Chicago, spoke on “Reach- 
ing Executives Through Direct 
Mail,” and presented details of a 
successful campaign to interest gen- 
eral executives of manufacturing 
companies in the installation of 
steam recording instruments. The 
campaign was tied in with the indus- 
trial modernization movement, and 
brought big returns from presidents 
and other executives who asked to 
receive booklets published by the 
Republic company on the subject of 
the use of flow meters. 


Backs Up Campaign 


Backing up the direct mail cam- 
paign was space in business papers 
in which the experiences of large 
users were quoted, general execu- 
tives again being featured. The bur- 
den of their testimony was the ad- 
vantage of modernizing their plants 
now. 

Ralph Leavenworth, general ad- 
vertising manager, Westinghouse 
Electric & Mfg. Company, East Pitts- 
burgh, ‘Pa. spoke on “How Direct 
Mail Can Be Used Effectively With 


TELLS OF DRIVE 


Ralph Leavenworth 


Publication Advertising.” He gave 
interesting details of a specific cam- 
paign in behalf of the Westinghouse 
line of electric motors, featuring a 
new development in motor design. 

The direct mail efforts, which 
were mailed from branch houses in 
the name of industrial sales man- 
agers and salesmen, were accom- 
panied by similar copy in the indus- 
trial publications. Inquiries received 
were numerous, and immediate sales 
were traced to the campaign. One 
of the objectives was to get im- 
proved acceptance for Westinghouse 
as a builder of motors, and this was 
successfully accomplished. The sales 
department was especially enthusi- 
astic in favor of the campaign. 

Forrest U. Webster, advertising 
manager of Cutler-Hammer, Inc., 
Milwaukee, discussed “How Indus- 
trial Advertising Executives Are 
Meeting Today’s Marketing Chal- 
lenge.” Mr. Webster, the immediate 
past president of the National In- 
dustrial Advertisers Association, de- 
clared that under NRA code opera- 
tions there is plenty of room for the 
sale of cost-reducing industrial 
equipment, and that it is up to ad- 
vertising and other marketing exec- 
utives to have the courage and enter- 
prise to go after the available busi- 
ness. 

Lethargy in advertising and sales 
work today, he asserted, is not due 
to lack of opportunity to make in- 
dustrial sales, but to lack of courage 
in attacking the job. 


Describes Frigidaire Campaign 


A feature of the Friday morning 
conference was a talk by F. R. Pierce, 
sales manager, Frigidaire Corpora- 
tion, in which he outlined the direct 
mail activities of that organization. 

Frigidaire uses direct mail for 
three primary purposes, Mr. Pierce 
said, defining these as (1) to build 
morale, and disseminate promotion 
plans and ideas among its sales or- 
ganization; (2) to retain the good 
will of owners and enlist their sup- 
port in aiding sales work; (3) to 
prospects. 

One of the most interesting fea- 
tures of his talk was a description of 
a unique plan which the company 
has inaugurated of writing individual 
letters to prospects. Through in- 
formation received from dealers and 
their salesmen, the home office is 
enabled to write to prospects in a 
manner which takes the prospect’s 
personal problems into consideration, 
just as though he had actually been 
contacted by the home office. 

While this type of mail work is ex- 
pensive, it has already demonstrated 
that it is extraordinarily valuable, 
Mr. Pierce said. Numerous instances 
have been reported in which sales 
have been made as a direct result 
of such a personal letter. Prospects 
are pleasantly amazed to know that 
Frigidaire Corporation not only 
takes a personal interest in them, but 
actually knows what particular prob- 
lems are bothering them. 


Batten Talks 
Other speakers at the session, 
which was presided over by William 
H. Sleepeck, president, Chicago Mas- 
ter Printers’ Federation, included 


Charlies J. Crockett, Detroit, who 
spoke on apportioning the advertis- 
ing appropriation, and Clyde Bedell, 
Pettengill, Inc., Chicago, who dis- 
cussed catalog copy writing. 

The concluding session, presided 
over by Vice-president Watson, 
started with a talk on copy writing 
by H. A. Batten, N. W. Ayer & Son. 
Mr. Batten was unable to be present, 
and his paper was read by Wm. R. 
Clark. A detailed report of his talk 
appears elsewhere in this issue. 

The session wound up with a talk 
by J. L. Frazier, editor, Inland 
Printer, Chicago, on “New Trends in 
Typography and How They Affect 
Direct Mail,” and an exposition of 
the manner in which Shell Petroleum 
Corporation uses direct mail by Paul 
Ryan, manager of sales promotion 
and advertising. 

As in previous years, one of the 
most interesting features of the con- 
vention was the exhibit of “50 Direct 
Mail Leaders,” composed of direct 
mail campaigns conducted during the 
past year. These campaigns were 
selected for inclusion in the group 
of 50 by a board of judges composed 
of Dr. Herbert Hess, University of 
Pennsylvania; Kenneth Goode, Biow 
Company; Ken Dyke, Colgate-Palm- 
olive-Peet Company; F. C. Kendall, 
Advertising & Selling; and Leonard 
Raymond, Dickie-Raymond Company. 


READY T0 FIRE 
CRANBERRY COPY 


New York, Sept. 28. — Enthused 
over results from former advertising, 
the American Cranberry Exchange 
will shortly begin a fall campaign in 
magazines and newspapers in cities 
of 40,000 and up. The current budget 
is $150,000, exclusive of a substantial 
reserve. 

Magazines on the schedule are 
Good Housekeeping, Ladies’ Home 
Journal and McCall’s. A number of 
trade papers in the hotel, restaurant 
and medical fields will also be used. 
Two newspaper advertisements will 
appear weekly until the big Thanks. 
giving climax. Then they will taper 
down to one a week until New Year’s 
Day. Single column, 100-line space 
will be used. 

The Exchange has been a consist- 
ent fall advertiser for twelve years. 
Last year, one of the worst in fruit 
and vegetable history, growers re- 
ceived $1 a barrel more than the pre- 
vious year. 

Again the red, white and blue card- 
board scoop will be packed in every 
box. Last year 1,500,000 were dis- 
tributed. It serves the triple purpose 
of aiding dealers who are short of 
scoops, protecting the thin-skinned 
berries from metal scoops and func- 
tioning as a display and price card 

The wealth of dealer helps and 
sales literature has been augmented 
by a new pamphlet, “Food Value of 
Cranberries and Cranberry Sauce,” 
by G. R. Fellers, Ph. D., Massachu- 
setts State College. 


Omaha Club Names 


Committee Chairmen 


Omaha Advertising Club commit- 
tee heads for 1933-34 are: program, 
Horace B. Northcott, advertising 
manager, U. P. R. R.; membership, 
Jay G. Holman, Holman Advertising 
Agency; publicity, Nathan E. Jacobs, 
Bozell and Jacobs, Inc.; house, Irv- 
ing W. Benolken, Klopp Printing 
Company. 

It has been decided to hold noon 
meetings the second Tuesday of each 
month and in the evening on the 
fourth Tuesday, due to a straw vote 
which showed half the members pre- 
ferred noon and half evening meet- 
ings. 


Albers to Start 
New Retail Chain 


William H. Albers, Cincinnati, an 


executive of the A. Nash Tailoring 
Company and former head of Kroger 


Grocery and Baking Company, will 


return to the retail chain grocery 


field with Albers Supermarkets, Inc. 


It is probable that gasoline, tires, 
automobile accessories and perhaps 
clothing, as well as groceries, meats, 
fruits, vegetables and bakery goods, 
will be handled in the six supermar- 


kets in Cincinnati suburbs. 


Universal Named 


Universal Radio Productions, 
Tower Building, Chicago, have been 
named midwest division of Titan 
Production Company, San Francisco 
and New York. M. M. Blink is in 
charge. 


A Complete Publication Data 
File wi)l be furnished on 
request. 


Penton Bidg. Cleveland 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
__and complete information 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 
Telephone Calumet 7200 
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PHOTOGRAPHIC REVIEW OF THE WEEK) 
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A portion of the group which hh gathered i in ve nation's capital last week for public hearings on the periodical publishers ‘id and the graphic arts code. J.C. jisie of Dartnell Pub. | ; 
lications, Chicago, is speaking. q 


USES TWO-COLOR PAGES FOR CIGARS NEW POLISH HOW TO RIDE ALL DAY IN COMFORT 


You dida’t drop down to a nickel . 
‘ cigar because you wanted tw. You 
ientiittae ite won't stay there a minute longer than : 
maken of La Paka de- Meanwhil ch oltecaion fe bromgs beck the 
(Ged @ wreducs 8 ore you have to. - the ad 
Sigar—e Ke cages thee wot are you are shopping around for a Rewetigaion is fit ate, 
be m cunmpeding m to prt > 4 * e 
Gn cittienhen Se cigar that is closest to 10c quality. 
amoeg 20 (Oc Meande A F 
ciget that would prove Well, Mister. try RECOLLECTION! 4 flavor, ¢ meltonsess, 5 
tres tow pance and aagh us 
ory can go hand = haw 
We pre er cxpere co work We de- we called car mew cigur—Revalicction — ts fart, we Know chat Reratledtion is 
velaped 2 killer ot exon) yo", ob Hacwne The treads of Rewaiioction ame gram — wo ged thet we atk you a0 ory & Bt Our 
biendad for siktinem, 0 only Le Palins: ing duty Dire stop shopping for «tee hk. Tath short quality guscasine! We 
” exper keow bow, with cheer enhacran fring Se emcke ox cher point ta the — makecmp wich sooth ist? Read the ater 
Gow femoe wopical plamanion Aad Bewollectine box oe che amp of the came. — at the night ‘Then buy Recotincina. 


RECOLLECTIO 


Brunswick-Balke-Collender Company, 

Chicago, maker of Whale-Bone-lte 

toilet seats, has introduced this 

polish for its product. The package 

is attractively styled in the modern 
manner. 


(Right) Unique illustration used in 
current newspaper copy for Le Gant 
to prove that one may "ride all day 
in comfort and look smart when you 


arrive.” 
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